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for your layouts, artwork, photos, mechanicals sent /lat, 
you need large, stout envelopes. Make sure that these 
things go places quickly and safely! Here are some U.S.E. 
Envelopes that fill the bill: 


I. This line has the distinguished diagonal seams and _ pointed 
flap which are characteristic of first class mail. It is made 
of tough glazed brown Kraft Paper — will hold its own in a 
mail bag! Ask for Columbian® Flat Mailers, in stock sizes up 
to 10” x 15”. 
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‘ 2. Columbian First Class Mailer travels First Class in all post 
¢ offices. It comes printed with the official ‘‘green diamond” 
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If you’re ready, = b...- 2.22. 
George, Y ae A 3. Columbian Air Mailer has the familiar “Jet Wing” border in 


; yy, \ : red and blue, and the words *“*Via Air Mail’ on the face. 
y hes ; 
we i show how v/ | Stock size, 914! x 1214”. 
ee 


border and the words ‘‘First Class Mail”? on face and back. 
Stock sizes 9” x 12”, 914%” x 124%”, 10” x 13”. 


these 


$$$} 4. For bulky, bulgy mail, use the Dubl-Grip® Self-Seal® line. 
U.S.E. Envelopes os ae It seals at a touch, without moisture. Stock sizes up to 
Po soos 10” x 15”. Certain sizes can be printed with the “green 


go places arenas diamond” First Class Mail border. 


9 
for ad-men 5. You know these next two envelopes! 
called ‘“‘Everyman’s Briefcase.’ ‘They are the famous 
Columbian Clasp and Columbian String and Button, and are 


” 


They’re sometimes 


made in 24 sizes from 214%)” x 414” to 12” x 15% 


Now you can give your Third Class Mail a new look with full 
security by sending it sealed, unmarked, if your envelope measures 
more than 5” wide or more than 1114” long — according to Postal 
Manual Par. 134.81c. Here is a typical U.S.E. envelope that 
would come under this rule because it measures more than 5” 
wide. It is ideal for printed announcements or ad-letters 
folded square. 

You’ll find many good ideas in the U.S.E. Envelope Selector 
Chart — it shows styles and sizes. Sent free, with a copy of 
P. O. Manual Par. 134.8lc. Address Advertising and Sales 
Promotion Department — 


with uniform quality - guaranteed 


UNITED STATES ENVELOPE 


SNe. 
COMPANY a 1G Springfield 2, Massachusetts 


3 = eee 
3 {ISI 2 15 Divisions from Coast to Coast 


i oe 


EA-4 





% 
é 
7 
oe” 
% 
* 
*. 
+ 
e 
e 
+ 


a¢ 

goer ee "06 
é 

e 


a 
a 
- 

+ 

_@ 


Zaccese oeo, 


* 
. 
* 
* 
> 
* 
° 
+ 
= 
e 
& 


see how they run...offset! 


Remington Rand Plastiplate® 
— Your Choice of Three 


The New, Dual-purpose PLASTIPLATE, the one plate 
developed for these processes— Xerography and gen- 
eral Direct Image work. Now — flexibility by stocking 
just one plate...and... 

The New, truly modern Pre-Sensitized Photographic 
PLASTIPLATE. Image immediately visible — beautiful 
linework — superb halftones — excellent coverage on 
solids. Finally ... 

The Unparalleled Direct Image PLASTIPLATE — bet- 
ter than ever—the finest heavy duty offset plate es- 


pecially designed for the busy shop. 


But prove it for yourself. For free samples, fill in the 


coupon; see what PLASTIPLATE can do on your press. 


DIVISION OF SPERRY RAND CORPORATION 


Room 1806, 315 Fourth Avenue, New York 10 


Please send me free samples of: 

_] Dual-purpose PLASTIPLATE 
Pre-sensitized Photographic PLASTIPLATE 
Direct Image PLASTIPLAT< 


NAME 
FIRM 


ADDRESS 
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EXCELLENCE IN FINE PAPERS 


NOT ONE... 
NOT TWO... 
BUT THREE historic advances 


in the paper industry: new pulps that allow for 
complete diversification in the blending of all fibers 
from soft and hard woods ... new papers with 
increased brightness, greater opacity, improved 
whiteness .. . and new, improved packaging designs. 
This symbolic “E” identifies the superior quality of 


ATLANTIC and MANIFEST business papers. 


Al ejsreis Psig2 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE « MANUFACTURERS OF FINE BUSINESS PAPERS ANE 
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Just CulWein Us 


Mail Advertising Has to Be Better 


Increased rates for first- and third-class mail go into effect August l, 
with increases on second-class (periodicals) taking effect next January. That 
means that mail advertisers are confronted right now with the challenge im- 


posed by substantially increased costs for the delivery of their sales 
messages. 


The only possible way to beat the increase is to improve the operation. 
In every mail advertising program there are opportunities for improvement, and 
these must be taken advantage of now to make it possible to maintain a suc- 
cessful and profitable mail advertising effort. 


Lists must be trimmed of deadwood. Design of mailing pieces must be im- 
proved. Copy must be better written. Paper and other materials must be care- 
fully selected to provide greater impact. And weights must be figured care- 
fully to insure mailing at the minimum rather than the maximum postal charge. 


Can these improvements be made? Of course! 
mendous opportunity for savings, 
many names can be removed. 


Mailing-lists alone offer tre- 
for without reducing the value of the list 
Every mailing-list starts to become obsolete the 
day it is put together, and unless you have been pruning it carefully, you have 
been spending money for postage to service a lot of poor names. 


The need for better advertising is always with us. 
sharply as postal rates have done, 
vertising is all the greater. 
into action. 


When costs go up as 
the pressure for improvement in direct ad- 
Don't lose any time putting your new program 


SFB a 


G. D. Crain, Jr. 
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remember... 








all your 


NAZ-DAR Fast-Dry 


Silk Screen Inks! 


NAZ-DAR Fast-Dry Screen Proc- 
ess inks are used on more point- 
of-purchase advertising material 
than any other brand... all over 
the world! 


You get... fast delivery because NAZ-DAR 
Inks dry in seconds .. . sharp, eye-catching 
pure color because NAZ-DAR Inks have “‘In- 
tensified Pigmentation” . . . perfect color 
matching on reruns ordered months apart. . . 
no off-setting when jobs are stored for drop- 
shipment. 


Every possible way, NAZ-DAR Fast-Dry Screen 
Process Inks give you the very finest results 
on banners, counter cards, streamers, posters, 
over-wire hangers and all types of displays! 
Mention them by name on your next order for 
screen process printed material . . . 


FREE COLOR CARDS. Write today 
for the latest color cards on NAZ- 
DAR Fast-Dry flat finish and gloss 
finish inks. Keep one of each line 
at your desk and send the others 
to your silk screen printer. You'll 
have a handy color reference guide. 





Consult your Sitk Screen Printer 
for helpful P-O-P suggestions 
The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, Illinois 
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1. Tension’s Display Window en- 
velopes attract customer at- 
tention— stimulate more im- 
pulse purchases. 


2. Display window lets customer 
see the merchandise—its color, 
texture, form. 


3. Seal ‘n REseal (the closure that 
can be opened and closed 
time and time again) lets 
customer take out mer- 
chandise for close exam- 
ination and replace it. 


4, Envelope protects merchandise 
—always keeps it in salable 
condition. 


5, Envelope makes product easy 
to display—easy to ship—and 
easy to stock at retail outlets. 


Tension can create for your 
merchandise an envelope with 
display window die-cut in any 
shape—in any position. And 
Tension know-how assures" per- 
fect perimeter sealing” of the 
window patch for smooth, snag- 
free insertion. Ideal for adver- 
tising mailings, packaging 
parts, product merchandising, 
and special communications. 


FREE a 
\ Tension Envelope Corp. 
as 815 East 19th Street 
Kansas City 8, Missouri 
Please send me, without obligation, 


free Tension Display Window Envelopes 
used by other firms in our field 


Name 
Firm Name 
Address 


City ‘ Zone _ State 
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An Editor's Viewpoint... 


Five Simple Rules 
For More Effective 
Publicity Programs 


Every once in a while, someone 
thinks to ask us what we like in the 
way of press releases although 
we must confess that not more than 
a fraction of 1° of those who send 
us releases have made this gesture. 
We had the opportunity to put our- 
selves on record on this subject as 
part of a panel at the 1958 conven- 
tion of the National Industrial Ad- 
vertisers Assn. in St. Louis. 

We pointed out that, from an edi- 
tor’s viewpoint, there are five basic 
rules which hold the key to a suc- 
cessful business publicity program: 


1. Know your publications and send 
only material which is of editorial 
value to the specific publication to 
which it is sent. 


2. Keep your releases to a reason- 
able length. Verbosity seems to be a 
common malady of release writers. 
But while it is important to include 
all essential information in press 
releases, the vast majority of them 
would receive greater consideration 
from editors if they weren’t so long. 
Frequently long releases have the 
essential information so diluted with 
drivel that it is a major task to pre- 
pare an acceptable item in the time 
available. Many release writers 
even some of the ones with reputa- 
tions as the “top professionals” 
try to include information of inter- 
est to a large number of completely 
different publications in the same 
release thus lessening chances of 
its use by any of the publications. 


3. Don’t try to make news out of 
something that isn’t. Editors aren’t 
nearly as gullible as many publicity 
writers seem to think. Minor 
changes in a product, for example, 


Display typefaces in this issue . 
& 27—Dom Casual; 31 
Extended 
Condensed; 74 


shouldn't be passed off as a “major 
development.” Even if the editor 
bites once, his readers — and your 
competitors — will soon let him 
know about his mistake and, in the 
long run, the company which sent 
out the release will suffer. 


4. Avoid the use of Hollywood ad- 
jectives. They only make it tough to 
find the “meat” of your release. As 
one business paper editor put it 
when we conducted a survey on this 
subject a few years ago, “After the 
release is prepared, take out half of 
the adjectives used to describe the 
product. Then re-read the release 
again and take out the rest.” 


S. Write for the editor and not your 
boss. Far too often, public rela- 
tions counselors will tell us, “We 
understand what you want, but the 
client wanted it that way.” 

Maybe so, but we've noticed that 
the best publicity men (particularly 
the ones which seem to be able to 
hold onto their accounts over a long 
period) have been able to sell them- 
selves to the client in such a way 
that he accepts their knowledge of 
editors’ wishes as one of their most 
important values to him. 


Simple rules? We think so, but 
fully 90% of the country’s publicists 
don’t pay much attention to them! 
Result: a lot of wasted time, money 
and effort. 


> We're still full of notes from the 
SPEA convention that aren’t big 
enough for features but are too good 
to miss. Here are a couple of them 
held over from last month’s report. 


© Rember that Pepsi-Cola jingle, 
“Twice as much for a nickel, too.” 
Sometimes, the Pepsi people wish 
Americans would forget it. Dreamed 
up during depression days, it 
proved to be one of those great 
advertising ideas that moved car- 


19—Dom Casual; 22—-Tempo Bold & Brody; 23 
—Bodoni Bold; 47——Bodoni Black Italic; 50—Venus Extrabold 
57—Bodoni Campanile; 63—Steel Bold Condensed; 71—-Tempo Heavy 
Balzac Brush; 78—Bodoni Bold; 81—-Tempo Heavy Condensed; 88— 


Cello #204C & Clipbook #296 & #9; 92—Tempo Heavy Condensed; 95—Bern- 


hard Modern Italic; 98—Tower. 
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loads of merchandise. 

But, unfortunately, it presented 
an image of Pepsi as a “bargain” 
beverage, not the quality refresh- 
ment to be found around a home 
where there are plenty of nickels. 
So, a long time ago, Pepsi decided 
to build a new image for its prod- 
uct as a quality beverage. 

But the “twice as much’ jingle 
was just too good and the Ameri- 
can public refused to forget it. We 
were chatting with D. Mitchell Cox, 
Pepsi vice-president and one of the 
SPEA speakers, who told how an- 
other Pepsi executive had the point 
driven home. 

It seems that this executive's six- 
year-old son came home from first 
grade one fine day, bubbling over 
with excitement. “I’ve just learned 
a wonderful new song,” he told his 
father. . . and immediately launched 
into the familiar “twice as much” 
jingle. 

“Why,” said Pepsi's Cox, “we 
stopped using that song ten years 
ago—four years before the boy was 
born!” 


® How a premium offer can build 
steady customers was _ illustrated 
for the SPEA convention audience 
by a letter read by Edward Tabibian, 
Birds Eye sales promotion 
ager: 

“Dear Sirs: 

“For a year and a half now, I have 
been saving Birds Eye frozen food 
wrappers. Much to my regret I 
have forgotten what for. I recall 
the figure of 500 wrappers con- 
nected with silverware. Do you 
have such an offer for saving the 
wrappers? 

“If not, maybe you can tell me 
what the offer was.” 


man- 


> Some interesting items in our mail 
recently. Particularly liked the in- 
teresting promotion piece from 
Lewis Studios Inc., East Orange, 
N. J. It was a small green folder 


BUSINESS REPLY CARD 


APD COLORF RINT COMPANY. OC 
210 Seat omnrd Anema 


Mailing List Cleaner . . . Clever use of 
standard greeting card with special mes- 
sage does job 





For 


letter-perfect 
proofs... 
DEMAND 


Letter Construction by A. Durer (A.D. 1525) 


RELYON REPRODUCTION PAPER 


Little wonder so many artists, art directors, RELYON makes your job easier, 
L faster, better: 
engravers and production managers demand 
; RELYON’S smooth white finish 
RELYON Reproduction Paper. RELYON earns 


gives clear, stand-out letters, clean 
; sharp edges. 
its name. a 


RELYON’S non-glare finish con- 
From first proofs to final plates, RELYON taste tek and paper perfectly. 
RELYON absorbs ink quickly and 


thoroughly. Thick and thin type, 


light and heavy faces prove evenly 
Next time you order reproduction paper, de- together. 


mand the dependable. Ask your Ludlow paper RELYON lies flat, cuts quick, 


pastes clean, and resists penetra- 
merchant for RELYON. tion of adhesives. 


lowers your production costs, raises your quality. 


LUDLOW PAPERS, INC. 
Fine Papers Division, Dept. A, 
Brooktield, Massachusetts 

Please send me free sample sheets 
of RELYON Reproduction Paper. 


POSITION 


STREET 


LUDLOW PAPERS, INC. 


Fine Papers Division 
Brookfield, Massachusetts 
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The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR 200 East 
Ilinois St., Chicago 11, fl. 


New This Month 


255 Art Production for Television — by Dolph Franklin 


Tips on saving money when getting artwork ready for tv 


256 How to Buy Graphic Arts Materials — Donald Davis 
A quide to help graphic art buyers 


Binding 
193 Loose-Leaf Binding 


3 proper loose-leaf bindings 


Contests 
205 A Contest Isn't Over When The Winners Are Picked — by Phil Seitz 


How Dodae gets the areatest value from its ‘‘Dooae for Life 


Packaging 


306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
114 How to Design Packages for Self-Service — by Frank Gianninoto 


A leading designer outlines the demands of modern merchandising on packages 


Premiums 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have 


constant appea 
227 Ballast Your Business with Balloons 


Thirteen ways to use balloons as premiums to help build sale 
225 Personalize Your Premiums — by Kenneth F. Curry 


Erwin Wasey’s prernium buyer tells how to get greater impact in your prograr 
222 Ten Years of Progress in Premiums — by Gordon C. Bowen 


An expert looks at the post-war premium boom and its meaning to admen today 
206 Premiums at General Mills 


The inside story of one of the country’s largest users of premiums 
169 Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
153 Follow Through — Key to Premium Success — by Arthur E. Irwin 


A complete program of follow-throu gh is the key ingredient in premium promotions 
149 Give the Dealer What He Wants — by LeRoy King 


A er superinarket operator gives examples of premiums retailers like 


Printing & Typography 
305 A Portfolio of Typefaces for Admen 
The best of AR feature includes more than 300 one-line speci 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
243 Designing for R.O.P. Color — by John W. Amon 
An art director gives the rules which have won awards for his agency 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There's trouble when buyer, artist and printer don’t talk the same 
229 New Uses for Printing Today — by Joe R. Schoeninger 
The printed word is reaching out into new fields of communication 
211 A System for Controlling Printing Costs — by Frederic Kammann (50c) 


A five-part outline of a practical system for saving 10% 


men 


language 


on your printing bills 


105 Let's Swap ideas 


Ten ideas from printers and aamen culled from Kimberly-Clark’s contest 


Signs 


244 Designing for Posters — by Garrett P. Orr 
Practical hints from a leading art director in this field 


237 Signmanship for Edsel Dealers 


The full details on one of the largest sian programs of recent years 
234 Keeping Signs Uniform 

How Falstaff used decals to get uniformity in truck painting 
233 How to Plan a Decal Valance Program — by Benn Ollman 


er Brewing Co.'s advance planning built a program for its dealers 
216 How to Use Highway Signs 


A quide to the basic principles of outdoor advertisina 


152 A New Look for Signs 


Chanaeable copy sians 4 Growing trend in outdoor advertising 


Television & Radio 
189 How to Merchandise Syndicated TV Shows — by Maurine Christopher 


A list of suggestions for getting the 
181 How to Merchandise TV Tie-ins — by Frank Jacobs 


How donors of prizes plan their t ins to fit a merchandising prograr 


Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamps 
A nterview with John W. Young, Eureka S 
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labeled “Jumping Jehosaphats for 
Spring Planting.” Inside was a cel- 
lophane envelope containing three 
colorful little metal springs. Copy 
tie-in: “Plant some Lewis Photo- 
Ideas-with-a-bounce in any sales 
plot . . . then see how results 
sprout, inquiries grow and busines 
blooms!” 

John L. Black, supervisor of the 
industrial press section up at Allis- 
Chalmers Mfg. Co. in Milwaukee, 
broke into his press release sched- 
ule to send us a July 1958-June 
1959 pocket diary with enough 
space to write in important nota- 
tions below each of the dates on the 
two-page spread monthly calendars. 
We particularly like that mid-year 
angle since our schedule has already 
started calling for setting aside 
early-1959 dates. 


> Our Los Angeles correspondent, 
Phil Seitz, sends details on an un- 
usual promotion piece: 

When Jack Whiting was ap- 
pointed sales director of Rapid Col- 
orprint Co., Glendale, Cal., recently, 
one of his first jobs was to look for 
a means of “shaking out” an old 
mailing list, which was built from 
requests for literature from as long 
ago as 1949. The list totalled 2,500 
names. 

Chosen to do the job was a stand- 
ard, out-of-print studio greeting 
card with a humorous drawing and 
the words “I’ve had no word from 
you ” on the front page (see 
cut). 

Inside copy read: 
where have you been? Not long ago 
you wrote us about our services 
but since then .... We have many 
new items pertaining to Custom 
Photographic Color Reproductions. 
We know you will be interested, so 
tear off the attached ‘Price List Re- 
quest’ and let us send you a new 
price book.” 

On the page opposite is the head- 
ing: “I am interested in the follow- 
ing Rapid Colorprint Services:” 
followed by a checklist, and a cou- 
pon to be filled in by the person 
making the request. The reverse 
side of this was a standard business 
reply card, ready to mail. 

In the first month, a return of 
8% was obtained, and a number of 
these were converted to sales. 44 


“ 


The name of Ed Wagner appears on 
our masthead this month for the final 
time. In his unexpected death, on 
June 28, AR_ staff members feel a 
double loss — of a trusted co-worker 
and of a good personal friend. His 
leaving us will create a gap in ou 
lives which will be hard to fill. 








READERS 


Service, not Ethics 


e It would appear to this reader 
that the real problem in the letter 
printed in your June issue is not 
one of ethics, but rather one of basic 
studio-client relationship. 

The story, as presented, just 
doesn’t seem to add up. This studio 
should go to its client with point- 
blank questions in an effort to de- 
termine the real underlying cause of 
the problem. It may find one of 
these conditions prevailing: 

1. The studio is undercharging for 
design and comprehensives and 
overcharging for mechanicals. 

2. The client has had some produc- 
tion problems with the studio’s me- 
chanicals and doesn’t feel it is as 
well qualified as other sources. 

3. Other sources are giving faster 
service on mechanical production. 
4. The studio has not done a thor- 
ough job of down-to-earth selling 
with the client. 

5S. The client likes the design work 
being done by the studio, but in 
general does not look too favorably 
towards it. 

The studio seems to be on the 
defensive about the whole matter, 
judging by the last paragraph of its 
letter. I believe it should be on the 
offense, and should be aggressively 
selling and re-selling its over-all 
value to this client. 

After all, it’s service that makes 
the second sale ... the third... 
and the continuing repeat business. 
Service is a positive sales approach; 
questioning a client’s ethics is a 
negative one. 

JOsEPH V. CLAWGES 
President, Atlantic Industrial 
Publications, Haddonfield, N.J. 


® This is to possibly help — I hope 
it will — “Name Withheld” who 
wrote about his studio’s “Ethical 
Problem” (“Readers Write,’ June 
AR). Our suggestion would be that 
he wire $2.95 to the Viking Press in 
New York City requesting they 
send a copy of their book, “Com- 
mercial Art as a Business” by Fred 
C. Rodewald, published in 1954. It 
anticipates many such ethical in- 
stances, tells an artist or studio 
what to do about it, and even sug- 
gests printed forms to be used on 
occasion to protect the studio. 
Another good thing might be to 
drop the account, sending a letter 
around to all competitive studios 


that you did drop the account, and 
why, and suggesting they go after it. 
The poor client in this case will soon 
find he’s a “hot potato” and no one 
wants to handle him. 
J. D. WiLtiaMs 
Director, Visual Motivations 
Foundation, Trenton, N. J. 


Fishy Masterpiece 


@ I have always liked the way your 
staff has done a good job in writing. 
However, this time, your boys 
really outdid themselves in the re- 
write of a news release on Corro- 
Bags and the goldfish, which ap- 
peared in the June issue. If this 
isn’t a masterpiece, it will have to 
do until a better one comes along. 
R. S. WapE 
Ad. & Prom. Mgr., Sherman 
Paper Products, Newton Upper 
Falls, Mass. 


(Thanks for your compliments. But 
to be frank, it was one of the girls 
on the staff who deserves the praise. 
She appreciates it, too . . Ed.) 


From the Fount 


e I want to congratulate you on a 
fine round-up article on direct mail 
which you ran in your April issue. 
{am sure your readers will find it 
as helpful as we have here. 
ARTHUR BuRDGE 
President, Direct Mail Ad. Assn., 
New York 


(Thank you for your compliments. 
Reprints of this article are available 
at 25c. Ask for #304... Ed.) 


Leads in Value 


® Because I tear out articles espe- 
cially informative to me, I can in 
this way rate the value of any given 
issue of any given magazine (at 
least, its value to me). 

You'll be glad to know that after 
going through your May issue 
my first on a new subscription — I 
wound up with more clips than 
from any other magazine for ad- 
vertising men. 

I'm extremely 
publication with 
ideas. 


happy to find a 
real meat and 


Paut MENDY 
Ad. Megr., Gellman Mfg. Co., Rock 
Island, IIl. 
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MULHOLLAND - HARPER 
TRUCK SIGNS give you ex- 
cellent package identification 
from shipping platform to 
dealers. Baked-Enamel-On- 
Aluminum Signs reproduce 
your package eractly, as large 
as you wish, with bright, 
sparkling colors. No rust, no 
chipping; lightweight, too! 
MULHOLLAND - HARPER 
DEALER SIGNS give you an 
opportunity to identify your 
package where it’s sold. Color- 
ful, attractive designs; rust- 
proof aluminum construction 
assures long life. Mulholland- 
Ilarper makes plastic, metal 
and Scotchlite signs of every 
type for every purpose, for 
local and national advertisers. 












































































Write for free folders on 
signs made to your order by: 


MULHOLLAND - HARPER 
COMPANY 


Half a Century of Sign Design 
and Manufacturing 


5808 Tacony Street 
PHILADELPHIA 24, PENNA. 
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| Mayflower sets 
them up...and 
takes ‘em down! 












One... to 
get ready! 


Two... for 


Mayflower Care Saves Costs, 
Gets Your Routed Exhibits 
In Safely ...And On Time! 


Find out more about this worry-free way to handle your 
next “routed” exhibit move. It will be planned to your 
requirements. Only a veteran MAYFLOWER driver is selected 

. . thoroughly trained in proper care of complete exhibits 
... expert in meeting over-the-road schedules . . . resourceful 
enough to cope with any specialized display moving prob- 
lem. Your local MAYFLOWER agent knows the least expen- 
sive way to set it up. Planning ahead saves money, too, so 
why not call him now! 


Ask for "17 Reasons Why” —a practical exhibit guide. 


AERO MAYFLOWER TRANSIT CO., INC. + INDIANAPOLIS, IND. 
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the show! 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Copying Machines 


® Would it be possible to secure a 
list of the manufacturers of rapid 
copy machines, as we are interested 
in expanding our services and are 
looking for the best type of equip- 
ment that will fill our present need. 
We do have Photostat and Ozalid 
equipment, but we feel that there is 
a need for the newer machines. 
Mrs. M. M. Barton 
Charles Mayer Studios, Akron, 
Ohio 
(The chart from our issue of Sep- 
tember 1956, while somewhat out- 
of-date today, includes the leading 
manufacturers and the types of ma- 
chines they produce . . .Ed.) 


Monograms by Heat 


e I am anxious to learn the identity 
and location of a manufacturer of a 
device for affixing monograms on 
men’s shirt pockets through heat 
fusion. 

The machine I am referring to is 
a gray, metal, table model device 
about the size of an automatic check 
signer. 

GERALD C. GARDNER 

Sales Prom. Mgr., Decorative 

Lighting Div., Lightolier, Jersey 

City 


Scented Ink 


© Could you please inform us of the 
names of newspaper printing ink 
manufacturers who produce orange 
scented and/or grape scented ink or 
essence for ROP newspaper color? 
CuHartes C. Rapow 
Radow & Alpers Ad. Agency, 
Columbus, Ohio 





OU/ 
I SOLVED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Spotlight-Stopping Signs 
Cost Practically Nothing 


Until lately, warning notices on 
our plant bulletin boards were sim- 
ply mimeographed on 8x11” 
sheets of white paper. 

Since these were neither durable 
nor eyecatching, the plant manager 
decided to replace these sheets with 
large signs. 

We explained the cost to him and 
waited patiently for his shouts to 
subside. However, when he was 
adamant in his desire for signs, and 
equally unreasonabke in his wish 
to get them for nothing, we de- 
cided we had better find a way to 
make five attention-getting 
cheap! 

Finally, we tried setting all the 
heading on our Coxhead Liner and 
all of the body copy on our electric 
typewriter. We then pasted every- 
thing up and had photostats made, 
enlarging them to 14x18”. 

We mounted the negatives on 16x 
20” cardboard sheets of yellow- 
green Velva-Glo and presto, we 
were done! 


signs, 


Our parsimonious plant manager 
was delighted with the results and 
especially happy with the cost 
which was significant by its absence. 

Don RING 

Negea Service Corp., Cambridge, 

Mass. 


Combined Pun and Surplus, 
Gets Good Gimmick Mailer 


A weird combination of a play 
on words and some 1,000 war sur- 
plus gas masks gave us a good 
gimmick that was low in costs and 
high in results. 

Sending the gas masks to a select 
list of clients—and most important 
—prospects, we silk-screened the 
words “Business Stink? Call Ralph 
Bing Advertising SU 1-2773” on the 
canvas carrying case. 


Feeling that it never hurts to re- 
peat yourself in advertising, we 
used the message again by printing 
it on a string tag which was at- 
tached to the face straps of the 
mask itself. In addition we affixed 
an agency identification 
the canister. 

There was no mailing problem 
since the masks were shipped in 
their original corrugated cartons. 

Total cost of the “gift” mailers 
from our door to the prospect’s 
was 65c. This included postage and 
all other charges. We felt this was 
miraculous since the masks had 
cost the government $7.80 each. 

Results were good, both in pub- 
licity and new business, and we 
are now casting about for a future 
use of other government 
merchandise that will go 
pun. 


decal on 


surplus 
with a 


RAtpPH S. BING 
Ralph Bing Co., Cleveland. 


Simple Idea Keeps 
Layouts Neater 


When making pencil, pastel or 
crayon visuals of ads, etc., on lay- 
out paper, I find that it is beneficial 
to put the construction lines on the 
opposite side of the paper. 

This saves me the former tedious 
and often difficult job of erasing 
construction lines around _ small 
lettering or designs after the layout 
is completed. 

ARTHUR W. SMITH 

Art Dept., Ingersoll-Rand Co., 

Phillipsburg, N. J. 





UTICA GIFT 
TOOL KITS! 
Prize selections of 
deluxe, midget and 
full size hand tools 
in handsome 
carrying cases... 
fine grain leather or 
colorful plastic. 
Guaranteed quality. 
Gifts of lasting 
usefulness for cus- 
tomers, business 
associates or friends, 


eee 


WRITE FOR 


FREE 


COLORFUL 
CATALOG 


Many selections for 
every budget! 


Quantity Discounts! 


UTICA 


GIFT TOOL KITS 


Address inquiries to Business Gift Dept. 


UTICA DROP FORGE & TOOL DIVISION 


Kelsey-Hayes Co., Utica 4, New York 


COED 


Hallmark of quality in Hand Tools since 1895 
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{<5 ,,,the MEYERCORD co 


5323 West Lake Street, Chicago 44, Illinois 


You'll get more signs up . . . because you'll enjoy all 


the advantages of simplified Pressure Sensitive Appli- 


cation ... PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
tar more signs go up .. . because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 
about Pressure Sensitive Decal Signs... write! 


a sea nia 


j Find Us Fast 
¢ Vise 















Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


AUGUST 


10-13 .. . Intl. Assn. of Printing House 
Craftsmen, Statler, Detroit 

22-24 ... Screen Process Printing Assn.. 
Sheraton-Palace, San Francisco 

23-26 . . . Advertising Specialty Natl. 
Assn. Fall Specialty Fair, Palmer House, 
Chicago 


SEPTEMBER 


2-5... Natl. Paper Trade Assn., Conrad 
Hilton, Chicago 

5-8 . . . Mail Advertising Service Assn. 
Intl. Chase-Park, Plaza Hotels, St. Louis 
8-11 . . . Intl. Assn. of Electrotypers & 
Stereotypers, Chalfonte-Haddon Hall, At- 
lantic City 

8-11 . . . New York Premium Show, 
Sheraton-Astor, New York 

10-12 . . . Direct Mail Advertising Assn., 
Chase-Park, Plaza Hotels, St. Louis 
15-17 . . . Newspaper ROP Color Con- 
ference, Waldorf-Astoria, New York 
27-Oct. 1. . . Natl. Stationery & Office 
Equipment Assn., Conrad Hilton, Chicago 


OCTOBER 

5-8 . . . Packaging Machinery Manufac- 
turers Institute Meeting, French Lick, Ind. 
5-9 . . . Outdoor Advertising Assn. of 


America, Sherman, Chicago 

6-10 . . . Society of Photographic Scien- 
tists & Engineers, Manger, Rochester, 
Nod. 

7-10... Industrial Film and Audio-Visual 
Exhibition, Trade Show Building, New 
York 

8-11 . . . Advertising Typographers Assn. 
of America, Shoreham, Washington 
13-15 ... American Photoengravers Assn., 
Netherland-Plaza, Cincinnati 

13-15 . . . Packaging Institute’s 20th An- 
niversary Forum, Edgewater Beach, Chi- 
cago 

14-17... . Intl. Typographic Composition 
{ssn., Ambassador, Los Angeles 

15-17. . . . National Members’ Meeting, 
Point-of-Purchase Advertising Institute, 
Claridge, Atlantic City, N.J. 

20-22 . . . Plastics-Paper Conference, 
Sheraton-Kimball, Springfield, Mass. 


20-24 ... Natl. Business Show, Coliseum, 
New York 

20-24 . . . Society of Motion Picture & 
TV Engineers, Sheraton-Cadillac, Detroit 
22-24 ... Life Advertiser's Assn., Queen 
Elizabeth, Montreal, Canada 


NOVEMBER 


2-5... Natl. Automatic Merchandising 
Assn., Kiel Auditorium, St. Louis 

4-6 .. . Canadian Natl. Packaging Exposi- 
tion, Exhibition Grounds, Toronto, Ont. 
5-6 .. . Corrugated Containers Conference, 
Netherland-Hilton, Cincinnati 

5-7 .. . Public Relations Society of Amer- 
ica Conference, Waldorf-Astoria, New 
York 





to enter 


Retail Packaging 

Sponsored by Variety Store Merchan- 
diser, 419 Fourth Av., New York 16. 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in eight classifica- 
tions including cosmetics and _ toilet 
goods, toys and games, household and 
housewares, hardware, paint and_ elec- 
trics, notions and related lines, soft lines 
and ready-to-wear, stationery, miscella- 
neous (novelties, holiday lines, edibles, 
etc.) “Best package of the year” re- 
ceives bronze plaque. 

Closes Aug. 31, 1958 


P.1.A. Self-Advertising Awards 

Sponsored by Printing Industry of 
America Inc., 5728 Connecticut Av.. 
Washington 15: Miller Printing Ma- 
chinery Co., 1117 Reedsdale St., Pitts- 
burgh 33. Open to self-advertising com- 
pleted during the period from Sept. 13, 
1957 to Sept. 12, 1958. Entries accepted 
from all letterpress, lithographic, gra- 
vure, silk screen and allied process 
printers in the U.S., Canada, and the 
Hawaiian Islands, whether members of 
the P.LA. or not. Campaigns con- 
sisting of three or more pieces will 
be judged on the basis of plan, con- 
tinuity, idea, copy, design, quality to re- 
production and results. Individual speci- 
mens will be judged for idea, design. 
copy and quality of reproduction. All 
entries become the property of Miller 
Printing Machinery Co. Awards will in- 
clude three $1,000 cash prizes and nine 
Benjamin Franklin Statuettes. Prizes 
will be awarded in three divisions, ac- 
cording to size of company, and _ for 
both sustained ad campaigns and _indi- 
vidual specimens. 


The Christmas Habits of Business 


A two-part report on what business is doing about Christmas gifts this year. 
based on our annual survey of AR readers, plus the first of three reports on 


interesting and unusual gifts presented for your consideration. 


Ulcer Reducers for Exhibitors 


One of AR’s most popular articles has been brought 


eaeenreeaece 
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up to date and expanded in the ninth in our outstand- 
ing series. An article that you will refer to every time 


you plan or participate in an exhibit. 


Closes Sept. 12, 1958 


A.B.C. Promotion Competition 

Sponsored by Audit Bureau of Circula- 
tions, 123 N. Wacker Drive, Chicago 6. 
Ill. Open to members of the Audit Bur- 
eau of Circulations who, through their 
own promotions, educate and inform all 
who buy and sell space on the values 
inherent in audited, paid circulation fig- 
ures. Awards are certificates. Details are 
sent A.B.C. members. 


( How to Evaluate a Motion Picture 


Some practical advice on making sure you get 
cee ge the most for your money from your motion pic- 
al ture expenditures. It isn't how much you pay, 

(f but rather how much you get for what you 
spend. 


Closes Oct. 1, 1958 


Yer eve 
———___ 
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@ When Package Designers Get Together 
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A \\ 
Wy 
@ Type in Transition 


What you w 
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@ Nine Ways to Use Imagination 


T ‘ 
Lawrence 


‘osts 


I like a Maiden-form Bra, because... 
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@ CATALOG COVERS 


@ PRESENTATION 
BINDERS 


® PARTS & INSTRUCTION 
MANUAL COVERS 


@ INDEXING 


SALES HELPS 
designed for YOU 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems, Ideas and samples submitted 
without cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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@ Penrose Annual 52, 1958, edited 
by Allan Delafons, Hastings House, 
New York, 138 pages, plus inserts 
plus advertising, $11.50 . . . It is 
difficult to review each of the Pen- 
rose Annuals as it comes out with- 
out repeating one’s self. The shift 
in editors which occurred after Vol- 
ume 51 has not interrupted the 
continuing high quality, both in edi- 
torial and graphic material. The 
series continues to offer solid 
thought on many phases of the 
graphic arts, brilliantly illustrated. 

This year’s general sections con- 
tains 16 articles, which range from 
a study of wallpaper design to one 
of business Christmas cards, from 
a report on Graphic °57 to one on 
changes in copyright law. An 
equal number of articles in the 
technical section cover such topics 
as bank-note engraving, color web 
offset on newsprint, map produc- 
tion and electronic color correction. 

In addition, there are 26 sep- 
arately-printed inserts, adding a 
variety of paper stock, full-color 
printing, and other techniques to 
the book. 

This statistical summary, how- 
ever, is only a hint of what this 
book contains. It must be seen to 
be appreciated. 


© The Humanity of Words, by Bess 
Sondel, World Publishing Co., 
Cleveland, 245 pages, $4... This 
volume has the subtitle “A Primer 
of Semantics,’ which the author 
defines as “the study of techniques 
by which to accomplish purposes 
through the use of words.” Al- 
though semantics, as such, does not 
often appear in the course of in- 
struction in advertising, certainly 
accomplishing purposes through the 
use of words is one of the objectives 
of an adman. 

The book summarizes the three 
major sources of semantic theory: 
“The Meaning of Meaning,’ by 
Ogden and Richards; “Science and 
Sanity,” by Alfred Korzybski; and 
“Foundation of the Theory of 
Signs,” by Morris. It ends up with 
a discussion of the field theory of 
communication. 

No matter how thin you slice it, 
semantics is not an easy topic to 
digest. This book is not easy going. 
It takes concentration and careful 
reading, but study of it will lead 


to a better conception of the power 
of language, its utilization in com- 
munication, and its role in today’s 
culture—all useful attributes to 


anybody who uses words profes- 
sionally. 


© Trade Signs and Their Origins, 
by Cecil A. Meadows, Routledge 
& Kegan Paul, London (available 
through the British Book Centre, 
New York), 177 pages, $3.75 .. . The 
trade sign, which stands outside a 
business establishment to tell 
everybody what it does, has a long 
history. Students have traced it 
back to the Roman Empire, and in 
the form of the barber’s striped pole 
or the pawnbroker’s three balls, it 
is still with us. This book discusses 
British signs of the 17th and 18th 
century, taking up a different trade 
in each chapter. It is illustrated with 
many plates. In addition to being an 
interesting addition to the history 
of advertising, it can serve as a 
source book for designers of trade- 
marks. 


© Advertising Copy, Layout and 
Typography, by Hugh G. Wales, 
Dwight L. Gentry and Max Wales, 
The Ronald Press Co., New York, 
491 pages, $7.50 . . . This is a text- 
book, and it suffers the common 
fault of all textbooks in being on 
the dull side. It covers the basic 
fundamentals, in well-illustrated 
chapters, each of which is followed 
by a series of topics for discussion 
and/or laboratory assignments. 

It is designed as a self-teaching 
book, and certainly anybody who 
goes through it systematically and 
faithfully will learn a good deal 
about the mechanics of advertising. 
However, without individual in- 
spiration, the student will probably 
miss all the excitement that makes 
advertising the challenge it is. 
Creativity is stimulating, but this 
text gives little indication of this. 

The authors, currently on the 
faculties at the universities of 
Illinois, Maryland and Oregon, have 
had broad practical as well as 
theoretical backgrounds, which 
lends authority, if not excitement, 
to the book. 


© The Reproduction of Colour, by 
R. W. G. Hunt, Fountain Press, 
London (distributed in U.S. by 
Rayelle Publications, Philadelphia), 
208 pages, 63 shillings . . . The first 
part of this authoritative book ex- 
plains the basic principles of color 
reproduction, whether by photog- 
raphy, television or printing. It 
tells how each of the _ processes 
works, its advantages and its limita- 





tions. While not in primer style, it 
does not demand a technical back- | b N S OF 
ground for understanding, although Ss \ Mo } 
it does insist on careful reading. “a 
The second part of the book ax” ROADSIDE 
covers, in a more technical fashion, | Ns 
some of the color reproduction | _ 
problems. » POINT-OF -PURCHASE 


The first part will be particularly FIRE - - - AUTOMOBILE 2 


valuable for the adman who must an 
deal with color reproduction in any | | T O 

of its phases. It will give him a | (f Y, USA) yas” 
greater appreciation of the prob- | (MUTUAL) 

lems of rendering accurate, pleas- | INSURANCE 


p 
t 


ing color, and how to avoid situa- 
tions which will lead only to frus- CASUALTY: - - BONDS 
tration and expense. Neca 

The author, a staff member of a 
Kodak’s Research Laboratories, ye? 
Harrow, England, tries hard to be wy 
completely impartial in evaluating wv 
competitive processes, and as far as & 
this reviewer could tell, came close ” 
to tumbling from his lofty tower 
only once. 


Silk screen 
processed on steel 
or aluminum. Any 
& size or style in modern 
creative design, Plain 
or ‘‘Scotchlited’’. 

Use our design- 


ing service - - 
© How to Increase Advertising it's FREE! 


Effectiveness, by Richard D. Crisp, The Brew that Grew with | she Great Northwest 
McGraw-Hill Book Co., New York, —n 


194 pages, $15($12.50 on subscrip- ~ e 2 
tion) . . . Fifth in McGraw-Hill’s 


te this in @ ms a \ SEND FOR CATALOG SIGN & MFG. CO 
Consultant Reports, this is a man- ah sy een cee aan a ces oe 
agement guide to advertising. Indi- es 


ST. LOUIS 18, MO. 
vidual chapters discuss such points 
as determining the objectives of an 
advertising program, the role of the 
advertising agency, determining 
your advertising budget, guides to 
agency selection, and test market- 
ing. The author heads his own firm 
of marketing consultants. 


& 
0 
%, 
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© INTERNATIONAL: 
WATTIER 


Promolian COOK SOO WSC Process 
Aba mare | 525252 ASSURES A REAL HARD DOT, FREE OF FUZZY EDGES 


because it produces cells that 
are cleaner and sharper 


NOVEMBER, 1958 ‘ ; ; : 
..and that’s only one of the distinguishing improvements offered 


Nov. 1-30 <= > ee by the INTERNATIONAL-WATTIER Process. All its advantages 
National Contact Lens Month . Spon- * ’ is, add up to BETTER COLOR REPRODUCTION. 
sored by Eye Research Foundation, Natl. , ee 
Contact Lens Congress, 59 E. Madison 
St., Chicago 3 


Ask us to give you complete details! 


Raisin Bread Sales Month . . . sponsored ~ : iy ROTOGRAVURE ENGR 
by Natl. Bread Sales Months, 111 N. rs ~ . SPECIALIZING me COLOR 
Marion St., Oak Park, Il. fw Y nlernationaf 
a 2 19 West 60th Si (i, q 
Nov. 1-Dec. 30 : NEW YORK 23, N Y Sra (Sne. 
Butter-Baked Turkey Time . . . spon- oe Se ' 
sored by American Dairy Assn., 20 N. a nhs ase en dh ede Aha 


Wacker Drive. Chicago 6 / . 
' be SUPERTONE, INC. 
Nov. 2-8 i , zs re 


F ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
Children’s National Book Week .. . 
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sponsored by Children’s Book Council, 
50 W. 53rd St., New York 19 


International Cat Week . . . sponsored 
by the American Feline Society Inc., 41 
PRICE BROTHERS, Inc. Union Square, West, New York 3 
rae 
ae Nov. 9-15 
American Education Week . . . spon- 
sored by the American Legion, 700 N. 
Pennsylvania St., Indianapolis 6; Natl. 
4 d bl Congress of Parents and Teachers, 700 
epen apie power N. Rush St., Chicago 11; Natl. Educa- 
tion Assn., 1201 16th St.,. NW, Wash- 
ington 6, D.C.; Office of Education, 


at the Dept. of Health, Education and Welfare, 


° Washington 25, D.C. 
pp nn oF ale PRICE BROTHERS, inc. 
£ eee 4301 W,: Madison St. Nov. 10-16 





Youth Appreciation Week . . . sponsored 
by Optimist Intl., Railway Exchange 
Bldg., St. Louis. 


a eeneslice 






Nov. I! 
Veterans Dav . . . (Formerly Armistice 
TIMING MOTORS Day). 
Nov. 13-22 
Vational Save A Wife Week . . . spon- 


Effective long-life “‘sell’’ in sored by Paper Plate Assn., c/o Theodore 


- R. Sills and Co., 124 E. 38th St., New 
these displays is assured by York 


precision-built SY NCHRON 
Timing Motors. SY NCHRON 


Nov. 15-Dec. 15 


Jewish Book Month . . . sponsored by 
Natl. Jewish Welfare Board, 145 E. 32nd 


the proven name in P.O.P. St., New York 16 





motion—built by Hansen, aN betes 
mo ON Nov. 15-Dec. 31 
recognized quality leader in , Saal Christmas Seal Sale . . . sponsored by 
: Natl. Tuberculosis Assn., 1790 Broadway, 
timing motors and motor- New York 19 
O 
driven displays. ry. 
? UL and CSA approved Nov. 16-22 
VISIT OUR BOOTH 941 AT THE WESCON SHOW, LOS ANGELES AUG. 19-22. Diabetes Week . . . sponsored by Amer 


ican Diabetes Assn., 1 E. 45th St., New 
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Super Hi-Torque Timing Motor—Ideal for short Hi-Torque Timing Motor— For long term opera- Nov. 16-23 
term applications operating turntables, display tion of turntables, display wheels, and rotating . 
d . é » 4 Q zg > 9 > 
wheels, rotating signs, and easily adapted to any signs. 20 inch ounces guaranteed torque at | Vational Long Unde rweal W eek 
special type of motion display. 30 inch ounces RPM. Can be adapted to any special type of sponsored by ( ooper s Inc., Kenosha, 
guaranteed torque at | RPM motion display 1 Wis 


h* Workhorse of the Industry ® Nov. 19 


: Equal Opportunity Dav . . . sponsored 
K - HANSEN MANUFACTURING COMPANY i. Natl. Grken League, 14 E. 48th St., 





s New York 17 
ESTABLISHED 1907 PRINCETON 11, IND. 

eae \ Nov. 21-27 
enasaae ws ae Representatives The 4 ge acai ae “ - : te ade nd = — aa Farm City Week . . . sponsored by Natl 
SWEET'S Elect hay Ganiueten Angetes. WEbster 3-759% and Oakland Farm-City Committee, c/o Kiwanis Intl., 

Agencies, Inc., Rochester, Buffa yracuse, Binghamton and 520 N. Michigan Av., Chicago 11 

Nov. 23-29 
National Cage Bird Week . . . sponsored 
by Bird Ciubs., P.O. Box 943, Fond du 

Lac, Wisc. 
National Latin America Week . . . spon 


sored by Richard R. Falk Associates, 
220 W. 42nd St., New York 36 

Know Your America Week . . . spon 
sored by All American Conference to 
Combat Communism, 917 15th St., NW, 
Washington 5 


Nov. 27 


Thanksgiving Day (Fourth Thursday 
in November). 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 
Nov. 27-Dec. 25 





Holiday Eggnog Time . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
Drive, Chicago 6 
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Advert 


An expert puts forward the case for 


theater screen advertising, and tells how 


national and local advertisers are using the medium. 


By Gordon Winkler 

Information Director 
Theatre-screen Advertising Bureau 
Chicago 


In this period of cost-conscious- 
ness more and more advertisers are 
taking second and third looks at 
their campaigns to make absolutely 
certain that not one cent is wasted, 
that every penny of budget is get- 
ting its message directly to a po- 
tential customer. A number of ad- 
vertisers have found that the high 
degree of selectivity offered by 
theater screen advertising makes it 
possible to eliminate a maximum 
amount of waste circulation. 

Not widely known as far as na- 
tional advertising is concerned, this 
medium, which offers the bulk of 
the nation’s large theater screens 
for commercials, has been discov- 
ered by approximately 200 national 
advertisers and more than 25,000 
local advertisers, according to our 
records. 

Approximately 80°. of the people 
attending conventional four wall 
theaters are patrons of theaters 
which are available for screen ad- 
vertising and more than 95% of the 
patrons of drive-in theaters attend 
drive-ins which are available for 
advertising. 


TsAB estimates that the more 


than 16,000 theaters which will 
show advertising commercials this 
year will have a total average 
monthly attendance of 159,000,000 
persons over the age of twelve 
years. 

This is a captive audience. When 
a person is sitting in a blacked-out 
theater facing a huge screen and a 
color commercial comes on in per- 
fectly clear projection, he is going 
to absorb the sales message. In 
terms of print advertising every 
person in the theater is a reader. 


> Theater-screen advertising costs 
from $5 to $7 per thousand audi- 
ence, depending on the length of the 
commercial. Films run 40, 60, or 80 
seconds. Three, four, or five of them 
are run as a regular part of the 
theater program. 

Advertisers with almost any size 
budget can utilize theater-screen 
advertising effectively. National 
companies such as Pepsi-Cola have 
used movie screen advertising, but 
the neighborhood restaurant or a 
local bank, with a small annual 
budget to expend on advertising, 
can also make successful use of the 
medium. 

The potential audience can range 
from the 159,000,000 per month for 
a national advertiser to, perhaps, 
3,000 a month for the local business- 


ise on Theater Screens 


man who advertises on the screen of 
the small theater down the street. 


> There are a number of different 
approaches to utilization of the 
medium. The choice usually de- 
pends on the nature of the advertis- 
ers business. The theater-screen 
advertising medium can be ap- 
proached as national advertising: 
under a manufacturer-dealer ar- 
rangement, or as local advertising. 

National advertising, as would be 
expected, is placed on selected thea- 
ter-screens throughout the country, 
or any areas the advertiser desires, 
by the advertiser or his agency 
working with one of the major ad- 
vertising film production and distri- 
bution companies. The medium is 
extremely easy to utilize. Any or all 
available theaters in’ the United 
States may be booked through any 
of the major advertising film com- 
panies. 

The advertising film company 
handles all negotiations and ar- 
rangements with the theaters, elim- 
inating the burden of red tape from 
the advertiser or agency. Display 
rates for each theater are published 
and guaranteed for a definite period 
of time. 

All scheduling and shipments are 
handled by the advertising film 
company. The film company will 
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produce commercials from start to 
finish or place films which may 
have been produced by some other 
film company. The advertiser or 
agency may participate in the pro- 
ductive effort to whatever degree 
they desire. The film company will 
assume full production responsibil- 
ity with little or no assistance from 
the advertiser or agency, or will 
cooperate with advertisers or agen- 
cies desiring a major hand in the 
production. 


>» Here is a brief case study of one 
national advertiser’s use of the 
medium: 

Bankers Life and Casualty Co., 
Chicago, had specific requirements 
for its advertising. In deciding on 
media for promoting its White Cross 
Plan, Bankers specifically wanted 
to know: 
® cost per inquiry resulting from 

the advertising 
® whether or not the inquiry could 

be considered a lead 
® cost per sale resulting from lead 
® size of the sale 


the lapse and loss ratios on policy 
sales resulting from the advertis- 
ing. 

Their advertising agency, Grant, 
Schwenk & Baker Inc., felt that 
theater screen advertising could 
achieve these exacting measure- 
ments. The only question in the 
minds of the insurance people was 
the effectiveness of the medium in 
obtaining the required quantity and 
quality of inquiries. 

On a test basis, two 80-second, 
120’ commercials were produced in 
1957. Each film promoted a different 
kind of hospital and medical cover- 
age. They were booked for one 
week each into 80 drive-in theaters 
spotted on a national basis. 

As Bankers Life Assistant Adver- 
tising Director Edward Condon 
stated, the 80 drive-ins selected 


were not chosen because of any 
specially desirable location, but be- 
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cause they would accurately project 
the test results for a possible over- 
all national campaign. 

Several months later, 50 other 
theaters, both drive-ins and con- 
ventional, were added, also on a 
two-week basis, to complete the 
test. After a thorough and careful 
examination of the results, both the 
insurance company and the adver- 
tising agency decided to implement 
a national theater campaign for this 
year. 

Audience selectivity was high, 
and a good proportion of inquiries 
came from young married couples 
who represented responsible seri- 
ousness of purpose as well as buy- 
ing power. Bankers Life found that 
its movie advertising appeared be- 
fore groups with a high percentage 
of the types of people it wanted to 
reach. 

Mr. Condon observed that the 
dramatic impact of the message on 
theater screens brought home the 
White Cross Plan story more graph- 
ically than any other medium, ex- 
cept television. “And when a very 
large screen and color are involved, 
the message is that much more 
effective,’ he stated. In showing an 
auto accident, “the large screen 
made it possible for us to dramat- 
ically bring home to the audience 
the seriousness of the situation and 
the relief from anxiety afforded 
families which are White Cross pro- 
tected,” he added. 

In concluding his appraisal of the 
medium, Mr. Condon said: “In ad- 
dition to the opportunity to dramat- 
ically present a sales message, the 
motion picture, it seems to me, 
offers other advantages. It provides 
the advertiser with a virtually cap- 
tive audience and it provides an at- 
mosphere of receptivity. The movies 
entertain. They put one in a good 
mood, a happy frame of mind.” 


> The manufacturer-dealer ap- 
proach, which actually is a form of 


Rexall Commercial 
Produced for the 
parent company, local 
stores could sponsor 
showings carrying 
their own name and 
address. 


national advertising, is used by such 
companies as General Electric, 
Philco, General Motors, Phillips 66, 
Sinclair, Rexall Drugs, U. S. Rub- 
ber, Ford, International Harvester, 
and Chrysler. Most of these firms 
have many years of continuity with 
the medium. 

Working with one of the produc- 
tion and distribution companies, a 
national manufacturer who markets 
his products through local fran- 
chised dealerships, produces a series 
of commercials about his products. 
Prints of the commercials are sup- 
plied by the production company to 
the other production and distribu- 
tion firms which supply their field 
sales personnel with complete in- 
formation about the advertiser’s 
program. The advertiser also will 
inform his dealers about the pro- 
gram. 

Salesmen for the distributing 
companies call on the advertiser’s 
dealers in their territories, screen 
the commercials for him and plan 
with him a local theater advertising 
program. Depending on how the 
program has been set up by the 
manufacturer, the local dealer pays 
all of the cost for local screening or 
the manufacturer shares this cost 
with him. The dealer pays the cost 
of his own identifying trailer which 
is spliced on the film. It is the local 
dealer’s prerogative to decide on 
whether or not he wants to take 
advantage of the program. 


> A program instituted by the Rex- 
all Drug Co. is a case in point. 
Working with one of the advertising 
film producing and distributing 
companies, the Rexall advertising 
department early in 1957 prepared 
13 different color commercials. 
These commercials varied as to sub- 
ject matter. Some dealt in specific 
Rexall products and some were of 
an institutional nature. The films 
were designed to emphasize to the 
community the importance of the 
Rexall Drug store. 

In an attractive four-color bro- 
chure sent to all Rexall affiliated 
stores, Advertising Director John 
Hart told Rexall druggists: “You 
can now use full-color 26-second 
movie spots in your town or trade 
territory plus one-third of each film 
directed to your individual name 
and location to close each film — 
personalized to fit your store. Each 
film was produced with the Rexall 
druggist in mind to create more 
traffic and sales for your Rexall 
drug store. Movie audiences are 
young buyers (between 15 to 34 
years old) .. . people who do things. 
At a time when your store is open 
for business, 4 out of 5 people who 
attend a movie theater will buy 





Point-making Scene 

When accident victim 

gets bills, audience 

gets point of having 

Banker's Life 
insurance. 


something from a drug store within 
24 hours.” 

By the end of 1957, nine months 
after the program was initiated, ap- 
proximately 550 Rexall affiliated 
druggists had participated in the 
program. They had placed almost 
10,000 weeks of advertising on their 
local theater screens. Each of them 
ran a 14 to 20 second individual 
identification trailer on the 26-sec- 
ond film supplied by the Rexall ad- 
vertising department. 

The average Rexall druggist uti- 
lizing the films spends approximate- 
ly $12.75 per week to run the 
commercials in a nearby theater. In 
larger cities most Rexall dealers are 
using the screens of the closest 
theater. In the case of smaller towns 
where there are only two or three 
theaters, he may use all of them or 
he may select only the one best 
suited for his store. 

John Bowles, president of the 
Rexall Division of the Rexall Drug 
Co., said: “We at Rexall are im- 
pressed with the excellent medium 
and effective manner in which it 
reaches local captive audiences. The 
large screen is ideal for our movie 
spot program.” 


> Local advertising is handled in 
two ways. A local businessman, if 
his business is large enough and he 
can afford to do so, can have a film 
or series of films specially produced 
for showing in local theaters. Such 
films can be produced “on location” 
in his establishment. However, the 
principal approach to local use of 
the theater-screen medium is 
through the “library” films of the 
production and distribution com- 
panies. 

Each of these firms has very ex- 
tensive selections of color films 
available for virtually every type 
of retail operation. There are films 
for restaurants, banks, meat mar- 
kets, savings and loan associations, 
laundries, dry cleaners, gas stations, 


appliance dealers, apparel 
jewelers, furniture stores, etc. 

The local businessman can make 
a selection of commercials within 
his business classification and the 
production company will handle all 
of the details of placing the films 
on the screens of selected theaters 
and the production of individualized 
trailers about the local advertiser, 
which are spliced on the “library” 
films. The production companies 
handle all billings and maintain a 
close check on theater attendance. 

Films are usually scheduled on 
an every-week, every-other-week, 
or every-fourth-week basis and for 
terms of 13, 26, or 52 weeks of 
showing. Costs are in accordance 
with published rates. 


shops, 


’ Adolph Anderson, Minneapolis, 
has been promoting his dry cleaning 
shop on neighborhood theater 
screens since 1935. Those were the 
old days of black and white films 
and Mr. Anderson selected several 
library films for showing in the 
Edina Theater, twenty blocks from 
his store. He recalls that by 1937 
he was spending about $250 per 
year in the medium. 

In 1953, Mr. Anderson added the 
West Gate Theater, 12 blocks from 
his store, and in 1956 the Uptown 
Theater, 20 blocks from the store in 
the opposite direction from the Ed- 
ina, was added to the program. 

Today Mr. Anderson spends about 
$1,150 per year on theater-screen 
advertising. It constitutes virtually 
his entire promotion budget. He 
uses about 13 different, full-color, 
library films, and advertises every 
week in each of the three theaters. 
His advertising approxi- 
mately 17,000 persons over the age 
of twelve in his immediate trading 
area each week. 

Reports Mr. Anderson: “I attrib- 
ute much of my growth to this ad- 
vertising. It makes it possible for 
me to afford a big clear picture 


reaches 


which can be pinpointed right down 
to the neighborhood I serve.” 


> Theater-screen commercials are 
produced in a number of tech- 
niques: all live action, all animation, 
puppet films — or a combination of 
these methods. Large screen color 
commercials cost about $1,000 to 
$1,500 per minute to produce for 
voice over live action films. This 
figure includes the cost of talent, 
sets, and props. When lip synchro- 
nization is used, the price for the 
live commercial film is approxi- 
mately $100 more. When location 
shots are filmed, when = special 
“name” talent or lavish sets are 
utilized, or when animation is used, 
the price of the commercials will 
rise accordingly. Commercials pro- 
duced in a group will be less ex- 
pensive for the advertiser than ad- 
vertising films made one at a time. 

All advertising is “booked” on a 
weekly basis and competitive ad- 
vertising is usually not scheduled 
into motion picture theaters at a 
concurrent time. 

Theaters accept no more than five, 
generally three to four weekly ad- 
vertising films. Five to eight scenes 
will be shown in a large screen 
commercial, depending upon the 
length of the film. 

Theater-screen advertising com- 
mercials are produced for nearly all 
consumer items within the limits of 
good taste. The movie theater has 
always been a strong family activ- 
ity, and care is taken that the ad- 
vertising message will not offend. 
No whiskey or other hard liquor 
commercials are permitted in any 
of the theaters. There is an in- 
creasing number of beer commer- 
cials, however. 


>» Today’s accus- 
tomed to viewing commercials in 
their homes, accept the theater 
commercials naturally. Young peo- 
ple have literally grown up with the 
commercial message and do not feel 
that the large screen commercial in- 
terspersed with their other enter- 
tainment is an intrusion. 


audiences, long 


The more than 18,000 theaters in 
the United States which show thea- 
ter-screen 
every 


commercials 
drive-in and 


(virtually 
conventional 


house in the country will accept 
some form of paid advertising film 
depending on the degree of com- 
mercialism and entertainment 


value) are located in 7,200 cities 
and towns. While in the past, many 
large first-run theaters have refused 
to make their regularly 
available, more and more of the so- 
called “downtown” theaters are now 
accepting advertising. (4 
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examine art by Emma Landau (right) 


Rockmore executives 


Artists’ Representative 
Moore shows off work of hi 


Evere‘t 
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Fine Arts . 


serious painter, discusses his work 


. Peter Wrangell (left), a 


Prize Winner . . . Dan Schwartz (back to 


camera) brought a portfolio 
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An Agency 


Looks for Talent 


How the Rockmore Co. conducted an active search 
for new creative personalities in the art field. 


There’s no valid reason why ad- 
vertising agencies should bemoan 
the lack of new creative talent. The 
talent is around, but the agencies 
just don’t take time out to discover 
it. Movies and baseball have their 
talent scouts. And the Rockmore 
Co. has its Saturday Talent Search. 

Through a newspaper ad the New 
York advertising agency invited 
talent with new techniques and 
fresh viewpoints to show their port- 
folios. More than 80 unknown art- 
ists and photographers trooped in 
and out of the agency one rainy 
Saturday recently. 


> Among them were the author of 
Reading is Fun (artist Emma Lan- 
dau), the winner of a Tiffany schol- 
arship (artist Daniel Schwartz), a 
creator of three-dimensional dis- 
plays (Mildred Sacks), a_ serious 
painter (Peter Wrangell), an ab- 
stract painter who has had a one- 
woman show of engravings and dry 
point (Zulena Damianovich de 


Abstract Painter . . . Zulena Damiano- 
vich de Bolin talks with copywriter 


Bolin from Argentina), plus color 
consultants, cameramen and_ just 
plain artists and artists’ representa- 
tives. 

The work of some promising tal- 
ent uncovered in the Saturday Tal- 
ent Search will be used in current 
or forthcoming Rockmore cam- 
paigns. The agency plans to make 
this an annual event. In the past 
the agency has discovered such for- 
mer unknowns as Don Briggs and 
Saul Leiter, now photographers on 
the Charles of the Ritz and John- 
ston & Murphy campaigns. 

Rockmore feels any agency has 
a responsibility to itself and an ob- 
ligation to its clients to discover 
new talent. It concedes some agen- 
cies just cannot afford the time and 
trouble to search for it. And the 
agency suggests perhaps the Four 
A’s or a similar industry group 
could be persuaded to set up a 
clearing house to which all agencies 
and advertisers would have access. 

44 


3-D Displays . . . Mildred Sacks (2d from 
left) has boxes of her work 
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What Premiums 


Supermarkets 
Like Best 


With one new utensil released a week, 


this premium promotion draws traffic over an 8-week period 


A grocery chain execu- 
tive tells how his com- 
pany uses and selects 
premiums, and which 
kinds they dislike. 


By George L. Clements 
President, Jewel Tea Co 
Chicago 


Today’s modern supermarket op- 
erator who is winning acceptance 
of homemakers is successful be- 
cause he conceives of his role as 
one of anticipating and determining 
his customers’ needs and desires 
and then satisfying them. He does 
not put self-interest first and look 
upon his retail store only as a mar- 
ket place where individual things 
or items are bought, sold, or traded. 

Our buyers and merchandisers, 
for example, do not look upon their 
role as a purchasing agent for the 
consumer as one of “What can I 
buy to sell in our stores?” By con- 
trast they look upon their role as 
one of “Where can I find a product 
or products which furnish the se- 
lection or the service that will fill 
the needs and desires of Jewel cus- 


tomers and keep them coming to 
our stores?” 

Premium promotions serving the 
purpose of loading up the buyer and 
solving an inventory problem of 
the manufacturer or forcing dis- 
tribution run contrary to this mod- 
ern retail marketing concept. 


> We have established these stand- 
ards to guide us in approval of 
premium promotions for our own 
use: 


1. The premium item must have a 
broad appeal. 

2. It must be an unusually good 
value at the time from the stand- 
point of price, service, convenience, 
or some other plus satisfaction. 

3. It must not take away from our 
identity as a food retailer, or the 
character or personality of our 
stores as predominantly food cen- 
ters. 

4. It must pay its way through in- 
creasing customer traffic or 
of the product. 

Jewel Food Stores encourages 
the merchandising of premiums as 
basic traffic builders and to stimu- 
late the sale of products distributed 
exclusively by Jewel—in other 
words, private label or controlled 
label items. 


sales 


> For the traffic builder promotion, 


the entire store is the product and 
the premium is designed to attract 
people to our stores. We have found 
that a traffic builder premium must 
be an unusually good recognizable 
value with a broad appeal. To build 
traffic the item must give the cus- 
tomer a real break from a value 
standpoint. We try to have a con- 
tinuity of such premiums so that 
our customers will come to see 
“what’s new at Jewel.” This helps 
give our stores a more interesting 
personality and one that customers 
can trust. 

Traffic builder premium promo- 
tions vary from one-shot deals 
offered for one or two weeks only, 
to some covering several weeks. 

For example, a_ recent traffic 
building premium promotion was 
an encyclopedia, offered in sections 
over a period of 12 weeks, with 
new sections being available each 
week. This was a real service to 
many, many families in our area, 
making it easy for them to acquire 
a complete set of encyclopedias. The 
first book was priced at 19c and 


This article is based on a speech given 
before the Premium Advertising Con- 
ference of the Premium Advertising 
Assn. of America, held in Chicago. 
April, 1958. 
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Mass Display Pre-packed units make 
it easy for both customers and staff to 


handle 


each succeeding book sold for 99c. 
The complete set cost $20 as against 
a minimum of $50 for a comparable 
encyclopedia set from regular 
sources. During the course of this 
promotion through our 190 stores 
in the Chicago metropolitan area, 
we sold 811,000 books with a retail 
value of almost three-quarters of 
a million dollars. 


e Another example was a Melmac 
Dinnerware promotion sold in our 
stores over a four-month period. 
We offered a five-piece place set- 
ting for $1.98, or roughly half the 
price in department and hardware 
stores. We then sold completer 
pieces at 60° of their regular re- 
tail price. During the period of the 
promotion we sold over $800,000 
worth of Melmac Dinnerware. 


@ The offering of the American 
flag sets through our stores at 
Decoration Day and the Fourth of 
July was another spectacular and 
dramatic traffic building promo- 
tion. The flag set was offered at 
$2.89 with a $5 purchase and con- 
sisted of a flag 3x5’ with a 6’ two- 
piece pole, metal wall bracket, 
storage box and the American Le- 
gion flag code. We sold 23,000 of 
these flags at a retail value of 
$66,000. Flags are not the easiest 
things to buy, as very few stores 
carry them, and this promotion per- 
formed a real patriotic service to 
our community and at the same 
time built traffic for our stores. 


> In our use of premium promotions 
to stimulate the sale of Jewel brand 
merchandise, we've used premium 
promotions similar to those that 
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manufacturers have used and with 
good success. Some of our most re- 
cent premium promotions on pri- 
vate label merchandise have been 
the following: 


® attaching of a small bag of mar- 
bles to a carton of milk 

@ children’s appeal trading cards 
packed in an ice cream carton 

e Easter decal transfers packed in 
egg cartons 

® a vegetable brush attached se- 
curely to a can of our own brand 
liquid detergent 

® an all-purpose cloth attached to 
a can of floor wax 

® a usable bread basket for pack- 
aging fried chicken 


> In reviewing manufacturers’ pro- 
motions, we find that many of the 
problems that were encountered in 
connection with them could have 
been exposed in advance if they had 
been reviewed with the retailer, or 
had been checked against a set of 
standards such as the set we use 
to guide our own selection of pre- 
mium promotions. 

Manufacturers’ premium promo- 
tions of recent origin seem to be 
of either the “mail-them-in” kind, 
the “attach-them” kind, or the 
“pack-them-in” kind. 


Mail-in . . In connection with this 
premium plan, where a coupon is 
used, it is most helpful if the coupon 
is part of the carton and the carton 
is printed with complete informa- 
tion so that the purchaser knows 
where the mailing should go, how it 
should go, and what the premium is. 
In some manufacturers’ “mail-in” 
premium promotions, the carton has 
told only half the story and the 
manufacturer has furnished a pad of 
printed coupons which he expects 
to be placed at or near the display 
of the item. 

This seems to have been very 
workable back in the general store 
days but in today’s supermarket 
the display of the item usually con- 
sists of a shelf display and retailers 
have no good way to affix the pad 
of coupons on the shelf at the dis- 
play. Instead, the retailer will place 
the coupons at a location in the 
store considerably removed from 
the manufacturer’s product and 
needless to say the premium pro- 
motion which the manufacturer is 
paying for loses some of its punch. 
In our experience it works much 
better if the coupon and the full 
story is placed on the package at 
the display. 


Attach-them . . This premium 
causes some serious problems and 
loses some of its effectiveness both 
for the manufacturer and the re- 


tailer if it is not properly done. The 
Magic Picture premium recently at- 
tached to cereal packages gave us 
trouble. The Magic Pictures were 
easily torn off so that the package 
was defaced and the retailer no 
longer had a salable unit. 

Premiums as a part of the unit 
sale need to be firmly and securely 
attached in such a way they are not 
detached from the package, par- 
ticularly by our customers’ chil- 
dren, with resulting loss for both 
the retailer and the manufacturer. 
A very recent premium promotion 
of the “attach-them” kind which 
takes this problem into considera- 
tion and solves it is the Dove perch 
promotion. 


Pack-them-in . . This kind of 
premium promotion either takes 
the form of packing the merchan- 
dise product in the premium or 
packing the premium in the prod- 
uct. We like those premium pro- 
motions where the premium is 
packed in the package and the 
package is properly marked. 

The kind where the product is 
packed in the premium can give 
us some headaches. For example, 
recently a premium promotion was 
designed to stimulate the purchase 
of noodles by placing them in a 
glass baking dish with a_ special 
price for the unit sale. The idea 
was good, the association of the 
product was good, but in this case 
somebody forgot the retailer. The 
retailer was asked to sell the deal 
for the same profit he would nor- 
mally receive for selling the noodles 
alone, and he was asked to make a 
larger investment in space, trans- 
portation, handling, etc. 

Interestingly enough, the particu- 
lar baking dish was very much like 
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Newspaper Ad... This offer, which ran 
for ten weeks, built repeat customers 
for Jewel. 





Brownie Bullet Camera— 
Premium leader in Kodak’s full product 
line—retail values from $3.95 to $850. 


Your customers will go for this premium! 


A top traffic builder from Kodak's premium line 


It's a fact, everybody likes to take pictures. That’s a demonstration ride in the new Ford, reports the 
why the Brownie Bullet Camera makes such a Bullet is indeed ‘‘an attractive offer!” 


. ee —. . ! a : - ‘ . ° » 
successful premium! Like all products in Kodak’s full line of cameras 


Look at the experience of a leading New York and outfits—the Brownie Bullet Camera has uni- 
savings bank. Like many others throughout the versal appeal! Appeal that will pay off in increased 
country, it used a Brownie Bullet Camera as an 
incentive for new accounts. Results: The Bullet 
outpulled four other premiums offered—even 
though it had the Jowest retail value! 


sales of your product or service. 

Mail coupon below and learn how Kodak’s na- 
tionally advertised premiums can spark outstanding 
promotions for you . . . as low-cost consumer 


lake this other example: Ford Motor Company, premiums and as high-value business incentives! 


which used the Bullet to encourage people to take Prices are list and are subject to change without notice 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


MAIL COUPON TODAY 


EASTMAN KODAK COMPANY 
Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name- 





—Company 





Position- 





City & State 
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Super 
Jet 
Rocket 





@ They're naturals for a bang- 
up premium campaign in 
today's world of satellites 
and rockets —every kid 
will want one! 


@ Have your name or ad im- 
printed on them — they're 
sure to be seen! 


Write for— 
Full Color Price List 


The OAK RUBBER Co 


Ravenna.Ounio. 
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if not the same as—the baking 
dish we were already selling in 
our stores, so we were being asked 
to handle the sale at no extra profit 
but at considerably more expense 
while at the same time we were 
taking away from the sale of one 
of our own products carried in the 
stores. It seemed to us it would 
have been better to have sold the 
dish and given the noodles free as 
the premium and then have a re- 
peat sale on selling the other pieces 
of the baking dish set. 

On the other hand, the packing 
of Crisco in a very attractive kitch- 
en canister as a premium is an op- 
posite example of the manufacturer 
thinking of the retailer’s problems. 
It is understandable, I think, that 
the Crisco promotion showed about 
a 50° increase in normal movement 
during the period it was offered 
in our stores. 


> These remarks and comments on 
premium practices would not be 
complete without some comment on 
the selection of the premium used. 

We suggest that the guides for 
picking the right premium for a 
manufacturer’s promotion are not 
too different from those which we 
apply in the selection of our own 
promotions. The item must be use- 
ful, must perform a service, must 
have broad appeal, it should be 
associated with a product that is 
being sold, and, if possible, should 
have a repeat use. It also should 
be a real value that is recognizable. 

In connection with the selection 
of the proper premium, I would 
like to suggest a couple of ques- 
tions which, in view of current 
trends, should receive greater con- 
sideration. 


> The first has to do with selecting 
as the premium an item that not 
only will stimulate the sale of an 
established product but also might 
well establish a market for the item 
which is used as the premium. This 
of course applies to premiums that 
have a strong repeat demand. The 
recent use by Johnson Glo Coat of 
a 6 oz. can of Kleen-Floor cleaner 
free as a premium is a good ex- 
ample of this. In our stores the 
normal sales during this promotion 
of Johnson’s Glo Coat jumped six 
times while at the same time a new 
item was introduced to the con- 
sumer. The importance of this is 
enhanced if the premium promo- 
tion is subsequently followed up 
with a promotion of some kind on 
the item used as the premium. 

In a recent glassware premium 
promotion in our food stores, a 
coupon was mailed to homemakers, 
giving them free as a premium cer- 


tain pieces of glassware which 
acted as a premium ttraffic puller 
for our stores but in addition estab- 
lished a market for glassware dis- 
played in our stores 


> In other words, do we think too 
much in terms of one-shot premium 
deals and not enough in terms of 
possible repeat business on the sale 
of the premium itself? 

With supermarkets getting more 
and more into the sale of non-foods, 
it seems to us that food manufac- 
turers have a growing opportunity 
to use premium items that can be 
sold in supermarkets. Furthermore, 
customary food store’ products 
might be used to encourage the 
sale of premiums. For example, re- 
cently on our routes a package of 
detergent was used to promote the 
sale of a non-food item, a laundry 
basket. In other words, shouldn't 
the trend to more and more non- 
foods in the supermarkets revise 
our traditional thinking on the use 
of premiums? 

We in Jewel enjoy using pre- 
mium promotions not only in asso- 
ciation with suppliers but also in 
our own way as traffic builders and 
promotional vehicles for our own 
products. The premium method of 
merchandising has certainly earned 
its way in food business and will 
continue to do so. We do feel that 
we could work closer together so 
that premium promotions do a bet- 
ter job for both the manufacturer 
and the retailer. 


» A food manufacturer might ask 
himself whether he is working close- 
ly enough with the retailer in de- 
veloping premium promotions. Bet- 
ter still, whether the promotions 
might not be made much more 
effective and productive if they 
were presented to the retailer for 
his suggestions in advance of their 
firm adoption and installation. 

I believe that most retailers 
would consider it a privilege and 
a great advantage to discuss a 
premium promotion with a_ sup- 
plier in advance and in many cases 
his suggestions and comments 
would add to the success of the 
proposed program. There are many 
simple little differences and ap- 
proaches that are often suggested 
too late by the retailer which, had 
they been expressed in time, would 
have increased the effectiveness of 
the promotion. 

I believe that trying on a sug- 
gested premium promotion for size 
with the retailer in advance and 
on a confidential basis will help 
manufacturers get more and better 
results from their programs. 44 





Want to run a contest? If you want to attract 
attention, you had better do something to take it out 
of the ordinary, as this round-up proves. 


By Bette Macon 
AR Associate Editor 


Despite generally lagging sales 
and tough competition these days, 
many companies are having suc- 
cess with what some people call 
“those crazy contests.” 

But “crazy like a fox” is a good 
phrase to remember when studying 
the results of these offbeat com- 
petitions. Wild as they might seem 
in some instances, the offbeat—pro- 
viding it is properly planned and 
executed—can be very much on the 
beat in the following areas: 


® introducing a new or 
product 


improved 


launching a 
campaign 


goodwill publicity 


creating dealer traffic 
producing demonstrations 


getting across pertinent company 
or product facts 


emphasizing an advertising cam- 
paign 


producing extra sales 


Besides all this, the offbeat con- 
tests does not have to offer ex- 
travagantly lucrative prizes to be 
successful. Proof of this can be seen 
in the famous Qantas Airlines con- 
tests. Drawing fantastic response, 
the Qantas contests have offered 
nothing more materialistic than a 


live kangaroo, a chance to become 
a mythical archduke, or “the inner 
glow that comes from making a 
middle-aged airline 
happy.” 

But the Qantas offbeats do 
offer everyone concerned the chance 
to have a lot of fun, and this is a 
point to aim for when planning an 
odd-ball competition. 


very, very 


» While the variety of approaches 
is almost unlimited, the audience- 
aim breaks down into three sep- 
arate groups: 


e The consumer 
e the dealer or sales force 
® the advertising world 


The following listings are good 
examples of “offbeats” produced in 
the last 12 to 15 months. Examples 
are given in all three categories. 


The Consumer “Offbeat” . . Still 
almost a new trend, the offbeat 
aimed at the consumer gains in 
popularity all the time. While many 
of the larger companies were at first 
reluctant to try this approach, now 
the wide consumer acceptance has 
caused many companies to include 
at least one gimmick in even the 
most standard of contests. 

Most notable of the gimmicks is 
the top prize award. Where once 
the cash was sufficient lure, now it 
almost seems mandatory to offe: 


Popular 


the grand prize winner an alternate 
sacred white bull (or the like) in 
place of the first prize check, just 
in case a sacred bull happens to be 
the contestant’s life dream. 


® Who Wins George Gobel? oe 
RCA and the Whirlpool Corp. com- 
bined forces in an “offbeat” that 
made everybody take a second look 
by offering to give George Gobel 
away! 

Ole Lonesome George went along 
with the deal, partially because the 
winner had to give him back after 
24 hours and partially because he 
was curious as to what the winne: 
of “What would I do with George 


Miles in a Teacup . . . Contestants were 
asked to guess how many mile 
Havoc would get in her Renault or 


ne teacup full of ga 
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Gobel Greets Greeter 
3 


Lonesome 
george visits an orphanage, one of his 
igned tasks as prize in a national con- 


test 


Gobel if I won him for our town” 
would specify. 

His sponsor, not to mention his 
manager, was happy with the con- 
test since the first requirement was 
to see the premiere of “The George 
Gobel Show.” 

George, himself, promoted the 
offer as did “peaceful” Dave Garro- 
way on his NBC Today show. 

The result of one of the country’s 
zaniest contests gave not only a 
whale of publicity to everyone con- 
cerned, but gave George to Cincin- 
nati! This enterprising city got at 
least a year’s wear out of “Ole 
George,’ publicity-wise, and sent 
him back after 24 crowded hours, 
a lot less “lonesome” if not con- 
siderably older. 


® “Dear Seabrook Farms”... The 
same old “25 words” but a new 
slant gave Seabrook Farms’ con- 
sumer promotion a big push. 

The first prize was having Sea- 
‘rook pay the winner’s income tax. 
Seabrook set an upper limit of 
$5,000. 

This competition was a real sales- 
stimulator, since it required wrap- 
pers from five packages of Sea- 
brook vegetables or fruits. 


“Own-A-Toll-Booth” 
Giving away the Staten Island 
Ferry for 24 hours was the gimmick 
for a Schenley Distillers contest. 
First prize winner received com- 
plete receipts of the day’s tolls plus 
the fun of living 24 hours as a 
‘master mariner” abroad the official 
flagship. 


®@ Schenley’s 


Second prize winner was invited 
to take personal charge of the Tri- 
borough bridge for a day and 
pocket the receipts of one toll booth, 
while runners-up had to be con- 
tent with 24-hour ownership of 
specific subway turnstiles, penny 
gum machines, etc. 


28 - aD * August 1958 


© Hiram Walker’s “Headless Chauf- 
feur” National newspaper ads 
promoted Hiram Walker’s offbeat 
by showing a headless chauffeur 
and asking readers to name him. 
The right name could bring a 
Rolls Royce to the winner but run- 
ners-up received sets of old-fash- 
ioned cocktail glasses. Contest not 
only brought national attention to 
Walker’s newspaper advertising, but 


created good dealer traffic since 


Walker dealers carried entry blanks. 


® French’s “Fresh-Start” . The 
French Mustard Co. not only paid 
off three top winner’s debts but 
started them out afresh with a 
$10,000, $5,000, and $1,000 nest egg 
in that order. 

A “25 word” promotion, French’s 
contest added consumer interest by 
asking participants to judge two 
recipes after first making and 
tasting. A bit of caution on both 
sides of the fence was seen in 
French’s debt-privacy guarantee, 
and refusal to honor obligations in- 
curred after a certain date, and 
over $30,000. 


® Renault's “Teacup Grand Prix” 

.. “How far can June Havoc drive 
a Renault Dauphine on one teacup 
of regular gas?” 

Thirteen Renault dealers banded 
together in the metropolitan New 
York area to pull store traffic with 
this provocative promotion. 

Lucky guessers received all-ex- 
pense round trips to Paris, and 
everybody was invited to see June 
Havoc actually drive the Renault 
Dauphine from a dealer’s location 
to as far as the car would go on a 
teacup of gas. Entry blanks were 
held by the dealers. 


® Remington’s “Share of America” 
... The first prize, worth approxi- 
mately $44,000, included one share 
of every common stock listed on 
the New York Stock Exchange. 
Remington Rand picked up the 
brokerage fees for the winner. 

A dealer traffic-builder, the com- 
petition required entry blanks vali- 
dated by dealers. A bonus offer of 
“first-prize doubled” if winner had 
purchased a Remington electric 
shaver during contest period helped 
bring dealers additional sales. 

Both wholesale and retail cooper- 
ation was insured with a matching 
“salesman’s Stock Spectacular.” 
This was a $25,000 trade contest 
with 207 prizes in stocks listed on 
the Exchange. Retail salesmen were 
allowed one entry for every three 
shaver sales, and wholesalers, one 
for each dozen shaver sales. 


© Kentucky Club’s “Derby Day” 
Starting out as a gimmick- 
contest, this competition is now al- 


most a tradition in the racing world, 
as well as in advertising. 

Offering a race horse for a name, 
the contest lists the young colt’s 
“Mom, Pop, Grandparents, etc.” 
and then promises the young racer 
to the person who sends in the most 
appropriate name. 

The contest requires the purchase 
of Kentucky Club tobacco, and entry 
blanks are kept at dealers. 

After five years of happy sales 
experiences through this “offbeat,” 
Kentucky Club dealers are most 
cooperative in 
materials, etc. 


regard to display 


@ Kayser’s “Historic Ladies” 
Proof that contestants like to have 
fun was furnished to Julius Kayser 
Co. when contestants refused tc 
quit even after the finish date of the 
Wags and Wits contest. 

Promoted just once in The New 
Yorker, the announcement chal- 
lenged the readers to name _ six 
rather obsolete-appearing ladies and 
tell what they invented or created. 

The flood of responses proved that 
readers can be as zany as com- 
panies any day with entries such as: 
“This woman made history because 
she was the first to drink Beetho- 
ven’s Fifth,” or “Camille Camisole 
made history by discovering a cure 
for infectious laughter.” 

In the zany prize department 
Kayser had to admit defeat to its 
even zanier contestants when win- 
ners turned down the first prize of 
free tickets to “My Fair Lady,” de- 
manded, instead, the second-prize, 
tub of champagne, or the six psy- 
choanalysis sessions for their un- 
suspecting spouses. 


© Easy’s “Worth Your Weight in 
Gold” ... Proof that one good gim- 
mick can draw the crowds is seen in 
this Murray Corp. promotion for its 
Easy Laundry Appliances division. 

Promoted by Bing Crosby on his 
tv show, contest offered the top- 
prize winner cash equivalent to his 
“weight in gold.” 

Contestants were required to 
watch demonstration of Easy’s new 
Combomatic washer/dryer at local 
dealer. Sting of forced demonstra- 
tion was eased with presentation of 
free “Around the World” album by 
Crosby in addition to entry blank. 


© Piel Bros. Island . . 
its offbeat tv commercials, this 
Brooklyn brewery followed the 
same trend in a contest that offered 
$10,000 or a 5-acre tropical island 
complete with house, boat, and the 
works. Company’s enthusiasm for 
its “island in the sun” made it pretty 
obvious that Piel Bros. hoped win- 
ner would have _ beach-combing 
tendencies. Other prizes were of the 


Famous for 





same ilk; they included Hillman 
Minx convertibles, New Year’s trips 
to Paris, ete. 


Dealer “Offbeats” . . While sales 
managers have known for some 
time that “mere money” is some- 
times not enough to get the best out 
of their sales forces, manufacturers 
have just begun to realize that 
dealers, too, like the fun of com- 
peting. “Offbeats” in this area can 
do a fine job of creating company 
rapport with dealer and salesmen 


alike. 


e “I Beat Harry Walker”... Calor- 
ic Appliance Corp. was out after a 
“family feeling” in this unique golf 
tournament and did a good job of it. 

Chief feature was the matching of 
Caloric’s general manager, 
Harry Walker, a nice guy but not 
an expert golfer, with famed Cary 
Middlecoff on the pro’s home course. 

Retail salesmen were then invited 
to compete in their own tourna- 
ments and salesmen who beat Harry 
Walker’s score in his match won top 
trophy. 


sales 


@ Diamond’s Pigeon Derby ... To 
win dealer cooperation in a diamond 
giveaway consumer contest, Di- 
amond Crystal Salt held a pigeon 
race with pigeons carrying diamonds 
in long distance flights. 

Dealers were invited to guess fly- 
ing time of racing birds to various 
spots in the country and _ best- 
guessing grocers won a $300 di- 
amond watch and a $185 diamond 
dinner ring, in that order. 


@ Early Times Mixer 
sional recognition 
won bartenders’ nation-wide ap- 
proval of drink-mixing contest 
launched by Early Times Distillery. 

Invited to submit original recipes 
for Bourbon mixed drinks, 
tenders were given store display 
materials publicizing their original 
concoction. Grand prize winner re- 
ceived $1,000 plus much publicity. 

After the judging, Early Times 
built a successful consumer contest 
on the results with a $10,000 offer 
for the best name for prize drink. 


Profes- 


plus some cash 


bar- 


Admen’s "Offbeats” . 
all started here, admen creating 
“offbeats” for other admen have 
neither tired of it all nor run out of 
ideas as evidenced by the follow- 
ing: 


. While it 


@ Hoard’s Cow Judging Contest... 
The chance to prove absolutely 
nothing except the impractical abil- 
ity to know a good cow when he 
sees one has delighted admen for 
some 27 years now. 

Produced by W. D. Hoard and 
Sons, publishers of Hoard’s Dairy- 


man, the competition includes five 
classes of “dairyland dolls” and in- 
vites admen to pit their judging 
ability against the professional 
judging committee. Each year the 
competition draws a great response 
and for nothing livelier in the way 
of prizes than framed certificates 
and cheese. 

Its great success finally caused 
the company to run a companion 
contest for its readers. Despite the 
modest prize of $50 and the neces- 
sity of following five different is- 
sues to judge the five different dairy 
classes, the first contest in 57 drew 
almost 76,000 entries. 


@ Close and Patenaude This 
agency’s “Relax and Win” competi- 
tion sent the contestants the an- 
swers in a postcard mailing series 
before phoning and asking the ques- 
tions. So successful was it in getting 
across necessary company facts, the 
agency put on a similar event again 
for client Scott Paper Co. This one, 
‘alled “It Pays to Know,” did a 
good job with sales reps in teach- 
ing them more about Scott’s indus- 
trial paper products. 


@ Blair-TV’s Purse-Suasion” ; 
Time buyers got the Blair-TV sell- 
ing points in a fun-covered capsule 
that asked them to name the cartoon 


Four NEW 
PIONEER 


Qualatex® 


| 
D. Balloon Animal Kit......... 19¢ retail | 


corr aera ee eee oe 


character used in 
‘“Purse-Suasion” presentation. An 
“in the know” feel was carried out 
by copy such as: “Every time buy- 
er is eligible, even Walter Teitz of 
DFS who’s already won an Ampex 
console from Crown Stations, a Bell 
& Howell movie projector and 
transistor radios from a couple of 
other stations.” 


the company’s 


@ Time’s “Finish-The-Letter” 

For professional writers only, this 
contest offered outside writers a 
chance to finish a typical Time let- 
ter to the trade promoting advertis- 
ing. Full allowance for famous 
“writer's temperament” was seen in 
lack of word limitation and offer to 
let them skip started letter and do 
one that was completely theirs. 
Sneaky editor’s trait was seen in 
the letterhead, which required copy 
to tie in with the heads of four fa- 
mous men. 


@ Post’s “Advertising Influentials” 
...A zany competition boosting the 
Post’s Advertising Influential cam- 
paign to the ad world offered a 
snappy Stutz, vintage 1925, and a 
raccoon coat to the genius who 
guessed closest to the average week- 
ly circulation bonus for the 
quarter of 1958. 

Fifty 


first 


second-guessers received 


C. Flip-Top Balloon Pack ...... 19¢ retail 


al 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


t need a total of premiums. Send me 
prices and samples of A B C D. (Circle 
sample needed.) | want to feed ‘em to the 
cat and see if she purrs. 


Zone State 


Requested by 
— Or phone Betty Wolfeat Willard 3-221] toorder — 
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Write, wire, phone TODAY, 
for samples and prices of 
GRC miniatures. 


GRIES REPRODUCER CORP. 
World's rem bucer 


I 20st Prod 
3 Second Street, 
NEw Rochelle 3-8600 


f Small Die Casting 


Fine, Fast, Fairly Priced Photography - 


Photographers 


DEARBORN 2-1062 


REET CHICA 1 WLLINOHS 


For every picture need 


PUBLICITY 
COMMERCIAL 
CONVENTIONS 
ILLUSTRATIVE 
SALES MEETINGS 


INDUSTRIAL 


Twenty-four hour phone 
to give you faster, 


quality photographs. 
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New Rochelle, N. Y. 


sports-car coats without the cars, 
and 560 third-rate guessers received 
rakish straw “boaters” (hats to 
those in the know). 

A little later, the Post admitted to 
guilt feelings in leaving out its 
agency — Batten, Barton, Durstine 
and Osborne — and set up a special 
contest limited to agency employes. 


e The Post-BBDO Contest 
Limited to agency personnel, con- 
testants were required to guess the 
circulation, but prizes were based 
on special intra-agency jokes. First 
prize was a pair of BBDO president 
Charlie Brower’s shoes, while the 
list of others included a_bearskin 
rug for the winner’s office, a set of 
letterheads reading “Batten, Barton, 
Durstine, Osborne & (Winner),” 
and a free ad in the BBDO news- 
letter. Ties were broken through 
drawings by impartial, blindfolded 
judges. 


> And if the above reviews don’t 
offer some _ stimulating _ starting 
thoughts on an “offbeat” contest for 
your product or company, there’s 
always Dial Soap’s offer of a pro- 


Planned Specialty Themes 
Add Sales to Promotions 


A sales-minded concept of ad- 
vertising specialties is seen in the 
theme-planning programs available 
from the Gordon-Douglas Co. 

Instead of hit-or-miss ad special- 
ties in open house programs or 
special sale days, Gordon-Douglas 
Co. advocates choosing a theme and 
sticking to it in the choice of the ad 
specialties used. 

Items in the theme-plan include 
printed ad-vests with original de- 
signs, custom-printed aprons, 
colored hats in a variety of styles 
from gay nineties to baseball, bright 
ad-ties, metal tabs, etc. 

Each costume party idea can be 
created as an exclusive in the par- 
ticular field. Literature and addi- 
tional details are available. 

. . » for more details circle 821, page 103 


Blitz Selling Program 
Outlined by John Plain 


A smash 
promises 


selling program that 
large volume sales and 
more effective salesmen is outlined 
in a step-by-step booklet from John 
Plain & Co. 

Entitled “How to Plan a Sales 
Blitz,’ the program is designed to 
turn the tide of lagging sales. Fea- 
turing a day-to-day description of 


ducing oil well, Motorola’s “Treas- 
ure Island” hunt in which contest- 
ants could receive strained muscles 
as well as treasure, the two-week 
reign in “A Castle in Spain” cour- 
tesy of Empire Crafts, and Gulf 
Oil’s 30-day prize of “living the life 
of Riley in a palace on the Riviera.” 

As for rules to follow when plan- 
ning an offbeat, don’t consider too 
many, or the originality factor may 
fade away and stiff formality enter. 
A few points to consider, however, 
would include: 


® Be sure it’s a contest — and not a 
lottery — you're running, or you'll 
hate yourself in the ensuing legal 
tangle. 


e Try to tie the contest theme in 
with your ad campaign, company 
image or product. 


® Offer participants either their 
wildest dreams come true or a 
chance to laugh . . . preferably both. 


So stop frowning at your company 
crackpots and listen. Could be 
there’s a good “offbeat” ball being 
kicked around in your office. 44 


a week’s intensive selling and train- 
ing campaign, the program is cen- 
tered on the need for effective sale’s 
incentives. 

The booklet stresses six days of 
“hard sell” plus six evenings of 
training in a plan created by John 
Plain from the experiences of the 
participating company’s own sales 
experts. 


. « « for more details circle 822, page 103 


But No Wish Book! Not catalogs 
tilled with goodies, but life insurance is 
P-I-P Dollar 
Stamp Plan returns consumer $200 life- 
insurance policy for each $200 spent in 
retail outlets using the plan 


the latest in stamp plans 
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29 ways to 
measure packaging 


A package is too important a 
selling medium to permit its de- 
sign to be left to chance. Here 
are explanations of 29 factors 
that enter into effectiveness. 


By George J. Bevans 
Packaging Engineer 
Better Packaging Advisory Council 


Marketing experts rate package 
appeal as the main reason that a 
consumer buys one product rather 
than another. In our present self- 
selection, impulse-buying market, 
the package is the manufacturer's 
most powerful salesman. 

A contest takes place every time 
the consumer goes shopping. The 
package that goes out of the store 
is the only winner. There are no 
runners-up—only lost _ potential 
sales for competitors. 

The right package offers sales 
appeal and product safety at a 
minimum of cost. Is there anything 
wrong, then, with a package that 
doesn’t sell? Well, a good many 


effectiveness 


manufacturers are aware that their 
packaging isn’t good enough to hold 
up in a competitive market. This 
is revealed in a study by the Bet- 
ter Packaging Advisory Council. 
Some 1,200 companies in every in- 
dustry were queried, and 54% of 
them were dissatisfied with their 
packaging. This dissatisfaction was 
based on reports from their own 
sales and production departments. 


> Is a new package the right an- 
swer? It has been proven that new 
packages always increase _ sales. 
Composite studies show that 35°, 
of the companies making a change 
report a 10% sales gain, 40°, show 
up to a 30% gain, and 5% show as 
much as a 500% increase in sales 

The answer lies in knowing and 
putting together the proper ele- 
ments that make up a good, sales- 
making package. 


> A good package is seen, liked, and 
remembered. Most important, it is 
consistently selling itself on the re- 
tailers’ shelves. Here are all the an- 
swers for the proper designing of 
a sales-oriented package. 


1. Does the style of the package 


suit the nature and use of the prod- 
uct? Products designed for men, 
such as_ after-shave 
odorants, or 


lotion, de- 
toiletries will have 
different package styling than sim- 
ilar toiletries packaged for women. 
The man’s products must have sim- 
ple, masculine appeal, oriented to 
a sports-minded or adventurous 
male. Women’s perfumes must ap- 
peal to their feminine and romantic 
instincts. Packages for children’s 
toys must be similarly oriented; the 
style must appeal to the user. 


2. Is the package material con- 
sistent with the nature, texture, and 
appearance of the product? This is 
a very basic consideration—should 
you use metal, glass, paper, wood, 
or plastic? Expensive perfumes 
would normally be packaged in a 
glass vial, not in a steel box. A 
heavy electric appliance would be 
packaged in a wood or heavy card- 
board box, not in a glass case 


3. Is the geometric shape of the 
package pleasing to potential users? 
Consumer preference for the oval 
has always been greater than fo 
any other shape. People also have 
more 


pleasant associations with 
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rounded sides than they do with 
sharp corners. Tests have revealed 
that triangles with rounded points 
are favored over those with pointed 
ends. A recent product success, 
Woolene, is enjoying wide pop- 
ularity in its triangular fiber can— 
with rounded points. 


4. Does the shape and size of the 
package functionally suit the prod- 
uct? Although fluids normally use 
packages of a pre-determined shape, 
solids should determine their own 
package shape. Things like radios, 
electrical appliances, soft goods, 
bread, sardines, soap bars, cleansing 
tissues, etc., normally dictate the 
approximate shape of their pack- 
age. Cereals, salts, and cleansers 
have come to use a round container, 
while granular products like soap 
flakes and detergents usually em- 
ploy a rectangular box. These are 
matters of esthetic choice, rather 
than function. 

The shape of the package should 
make it easy to pick up and handle. 
For example, a long package, thin 
at one end and very wide at the 
other, would be inconvenient to pick 
up and slippery to use. The size 
of the package must give a fair 
indication of the amount of its con- 
tents. The Federal Trade Commis- 
sion prohibits the packaging of 
foods and cosmetics in packages 
which make a consumer think he 
is getting more than is actually con- 
tained in the package. 


5. Do the colors suit the package 
design and the product? A violent 
color may attract attention, but the 
pastel color is more likely to hold 
attention. Color experts know which 
colors denote which feelings, and 
have findings which show which 
colors harmonize. Each product re- 
quires its own color selection, and 
general preferences don’t hold true 
for all types of products. For ex- 
ample, magenta red is the most pop- 
ular color with women, but in the 
kitchen, or with regard to food 
products, its rating is low. The big 
trend in the food field is the use 
of appetite-appeal full-color photo- 
graphs of the product. 


6. Does the package reflect qual- 
ity of product? A package must 
suggest that a consumer is getting 
the best and the most for his 
money. The use of the many new 
foils have helped enrich products 
in every field. In the cosmetic in- 
dustry, powders and_ perfumes 
packaged in colored foil-covered 
fiber containers have successfully 
been given the enrichment treat- 
ment. 


7. Does the package make use of 
a symbol, picture, or 


trademark? 


32 ° co * August 1958 


In cigaret package tests, the use 
of a crest instead of a picture of 
a filter tip was unconsciously asso- 
ciated with quality. In the food 
field, the reverse is true, as men- 
tioned before. Four-color photo- 
graphs have met with widespread 
consumer’ acceptance, especially 
with frozen dinners in aluminum 
trays, bulk ice cream in the new 
round fiber cans, and prepared cake 
mixes with all-around photos on 
the rectangular box. The use of a 
trademark, although part of brand 
identity, should at the same time, 
connote quality and company re- 
sponsibility. 


8. Does the package have a high 
degree of visibility from the shelf? 
The consumer must notice the 
package on the shelf because it 
stands out from the numerous items 
surrounding it. The use of color and 
contrast determine the degree of 
visibility. All colors have different 
ratings as to their attention, re- 
tention, and _ preference ratings. 
Yellow, for example, has the high- 
est retention value of any color. 
And a yellow box with black print- 
ing has high attention getting val- 
ues. But yellow has a low preference 
rating, so that a package with high 
visibility doesn’t automatically re- 
sult in high sales. The attention 
and retention aspects of the pack- 
age must be balanced with buyer 
preference. 


8. Does the package have a high 
degree of readability on the shelf? 
After a package has been seen, 
readability is the second uncon- 
scious response to the package that 
a consumer experiences. The style 
and size of printing, illustrations, 
the size and shape of the container, 
plus color and contrast, determine 
the readability of the package. Re- 
garding the style and size of print, 
we must bear in mind the element 
of people’s vanity. Many shoppers 
do not wear their glasses—so type 
must be simple and large. 


10. Do the visual elements of the 
package fit together well? All the 
elements of color, contrast, size, 
shape, illustrations, and lettering 
must have a proper relationship to 
each other and to the whole. The 
total image of the package de- 
termines whether or not a package 
is visually successful. No single ele- 
ment can dictate success. 


11. Does the package lend itself to 
carryover into promotion? One of 
the innate functions of a package 
itself is advertising. A package must 
be an advertisement for its prod- 
uct. Every package should be dis- 
tinctive, yet have all the elements 


That’s the only squeeze bottle sample 
of that type | have, . . . Can | have 
it back please? 





with which people identify. The dis- 
tinctiveness of the package should 
be apparent from promotion ma- 
terial which carries a picture of 
the product package as part of the 
copy. Between the time a consumer 
has read or seen any copy, and the 
time he is ready to buy, he remem- 
bers very little. Within a week, 
97° of the people have forgotten 
the original impression. It is there- 
fore necessary for a package to re- 
establish the original impact of the 
advertisement—at the point of sale. 
The package makes the final sale. 


12. Does the package lend itself to 
display at the retail store? The size, 
shape, colors, stackability, dura- 
bility, and the general design and 
appearance of the package are some 
elements which determine the dis- 
play space a package will get. 
Something new and different will 
often garner optimum display be- 
cause the stores sees it as a good 
sales possibility. 

An example of this is the pack- 
age for Playtex girdles introduced 
a few years ago. It is a long fiber 
tube, with a brilliant foil label of 
silver and pastel shades. The un- 
usualness of the package shape for 
this type goods, although complete- 
ly functional, gave it premium dis- 
play space. 

An important consideration is 
making certain that when a num- 
ber of individual packages are 
placed along side one another, that 
there is no clash of colors against 
the ends, no strong vertical or hor- 
izontal lines which obscure the in- 
dividual package from recognition 
and attention. 


13. Are the brand and brand name 
readily identifiable? If no identify- 
ing symbol, crest, or trademark is 
used, it is wise to style the lettering 
of the brand name in the same 
manner as is used in advertising, 
promotion, company literature and 





stationery, and on 
line packages. 


other product 


14. Does the lettering style balance 
with the illustrations and colors? 
The style of lettering—classic, mod- 
ern, futuristic—must create a bal- 
ance with the type of illustration 
and design used. Classic style let- 
tering might clash with an ultra- 
modern design. The color and shad- 
ing of the letters are important, and 
they must be chosen with extreme 
care to be sure that they neither 
clash with the basic package colors 
nor are too close to them so as to 
fade into illegibility. 


15. Does the label contain both 
selling and legal information? Once 
a customer has been induced to 
pick up a package, the information 
thereon must sell him on the prod- 
uct. It must answer all questions 
about the contents, its uses and ad- 
vantages. It must enhance the qual- 
ity and convince the buyer that this 
is a product which is superior to 
its competitor’s. 

In addition, every label must 
comply with federal, state, and lo- 
cal regulations, especially those in 
the food, drug, and cosmetic fields. 
Mandatory information which must 
be carried on every package in- 
cludes quantity, ingredients, warn- 
ings, etc. For complete information 
regarding Federal label and pack- 
aging regulations, contact the Fed- 
eral Trade Commission, Department 
of Agriculture, Food and Drug Ad- 
ministration, Bureau of Customs, 
and the Post Office Department. 


16. Is the cost of the package ex- 
cessive? The cost of a package can 
be an elusive thing. The actual con- 
tainer is not the packaging cost. 
The factors of filling, sealing, han- 
dling, and shipping costs are all to 
to be considered. The package 
should not add a disproportionate 
extra cost to the retail price of the 
product. 


17. Can the package be mechan- 
ically filled or packaged? A _ pack- 
age that can be automatically filled 
and sealed has the advantages of 
cost and speed over hand opera- 
tions. When comparing costs of two 
competitive packages, remember 
that the initial cost is only the be- 
ginning. Cost of the complete op- 
eration determines which is cheap- 
er. 


18. Is the package durable? The 
durability and sturdiness of a pack- 
age will usually determine the 
safety of its contents. A package 
that has a long shelf life, either in 
a warehouse or a store, or has a 
long life use in a consumer’s home, 
must be able to hold up. For this 


reason, many bagging operations 
are turning to hard packaging. 


19. Does the package retain its 
shape after the product is partially 
used up? Products which are used 
a little at a time and which remain 
in their package until completely 
used up, must be packaged in a 
material that retains its shape and 
its center of gravity. For this rea- 
son, bagging or foil wraps for dry 
cereals are inconvenient. Boxed 
sugar is now more popular over the 
paper bag, despite the small extra 
cost. Consumers are willing to pay 
extra for something that is more 
convenient and faster. 


20. Is the package stackable? The 
display that a package gets at a 
retail store is often dependent on 
its stackability. Ease in readying 
the packages for shipment, their 
degree of safety in a large carton, 
and the amount of handling re- 
quired in warehousing and unpack- 
ing, all depend on some degree on 
stackability of the package. 


21. Is the package lightweight? 
Esthetically, a lightweight pack- 
age is usually more attractive than 
a cumbersome one. The consumer 
also prefers it since it cuts down 
on the amount of weight he must 
carry. Of prime importance, a light- 
weight container will save a high 
percentage of present shipping costs 
if a company is now using a metal 
or glass container. The new 
aluminum can and the ever-pop- 
ular fiber can are ideal, weight- 
saving, durable containers. The 
aluminum can is still in the higher 
price range, while the fiber can is 
more than competitive with other 
packaging materials. 


22. Is the package lightproof? Light 
may affect both the color and the 
constitution of a product. Beer, for 
example, requires amber or green 
glass (or an opaque can) to pre- 
vent certain photochemical changes 
from taking place. This is also true 
of a number of drugs and chemicals 
which are packaged in colored glass 
and fiber cans. 


23. Is the package moistureproof, 
airtight, temperature resistant? 
These requirements do not apply to 
all packages. Certain foods and cos- 
metics will cake as moisture con- 
tent is increased. Glass, metal, or 
fiber cans, all of which can be 
sealed, are recommended for mois- 
tureproof packages. They are also 
ideal where airtight closures are 
needed. In the case of temperature 
protection, to be insured against 
high heat and extreme cold, metal 
should be avoided because it con- 
ducts so well. 
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GAIN IDENTITY 


You'll be amazed 

HOW MUCH ADVERTISING 
a few cents extra buys 

on Thilco packaging papers 


Immediate product identification, more pres- 
tige, more customer appeal — all this pow- 
erful “salesmanship” is yours with Thilco 
DECORATED protective packaging papers. 
You get the lowest cost advertising space 
money can buy — in addition to complete 
functional protection. 
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VARIOUS GRADES TO FIT YOUR NEEDS — Thilco's 
wide range of protective papers, in numerous spe- 
cialty grades and treatments, provide unmatched 
waterproof protection, prevention Of morsture-vapor 
transmission — grease and oil penetration — or, 
just general decorative packaging. Thilco papers 
are especially adapted to automatic machine wrap- 
ping, bundling, hand wrapping, box coverings and 
bag manufacture 


INCREASE YOUR SALES — Let Thilco PRINT- 
DECORATED protective papers add selling power 
to your products. Give us complete details on your 
packaging problem; we'll send samples and money- 
Saving suggestions similar to your needs 
cost to you, of course 


at no 


Thilco FUNCTIONAL papers: 
Asphalted Waterproof Barriers 
Woxed Moisture-Vapor Barriers 
Glassines and Greaseproofs, 
Polyethylene Treated Popers 
Specialty Krafts and Specialty 
Bags 


Write for free Sample Kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO e DETROIT « MINNEAPOLIS 
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24. Is the package tamperproof and 
pilferproof? It is imperative in the 
radio, electronics, and automotive 
spare parts business to make sure 
that no bootleg parts are sold to 
replace a regular brand. Many com- 
panies void their guarantee if other 
than their own parts are used. To 
insure that a dealer or distributor 
does not pack an inferior or cheap- 
er part in the original manufac- 
turer's box, many companies have 
taken to packing their parts in 
sealed packages. This gives them a 
tamperproof package. In the pack- 
aging of small products for the 
variety and 5-and-10 cent store, 
many are being carded and packed 
in strip form, to increase the size 
of the package, and help make them 
pilferproof. 


25. Does the package afford maxi- 
mum protection without special in- 
ner wraps and cushioning? This 
problem is especially acute in the 
packaging of raw materials, indus- 
trial equipment, and parts. Delicate 
machine threads must be protected, 
high polish finishes must be pre- 
served, certain machine components 
and parts must be protected from 
humidity and air. Past practice has 
been wrapping and banding, wrap- 
ping and boxing, or wrapping and 
crating. In some cases, parts have 






The = 
64000" 


Answer 


It's worth many times $64,000 to obtain appealing packaging 


which will lead to increased sales 


BUT even the most unusual package design needs the finest 
reproduction to achieve the best results. If you specify 
ACME GRAVURE CYLINDERS for your packaging, 


you'll specify cylinders which are unsurpassed for quality. 


ACME CYLINDERS 
cnd paper board products 


Your inquiry will receive immediate attention 


ac me gravure services inc. 


©1501 West Congress Street 


if it’s Quality — if it’s Delivery — 
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perfect for foil, cellophane, plastics, paper 


Chicago 7, Illinois 


been greased or sprayed before 
wrapping. Fiber tubes and cans, 
custom made to fit an individual 
part or material, are now eliminat- 
ing much of these time consuming 
and expensive wraps. Thread pro- 
tectors, tubes for shipment of pipe 
and metal lengths, and other prod- 
uct-fitting packages are all part of 
the economy and safety approach 
to packaging. 

26. Is the package closure simple 
to use, and reusable when required? 
The familiar spouts on salt cans 
have been adopted by the makers 
of baby cereals, powered milk, and 
other sales-minded manufacturers. 
Ketchup, pickles, jam and _ jellies, 
etc. are using a new cover which 
seals and unseals with a _ simple 
twist. Aerosols and sprays are pop- 
ular because they have made prod- 
uct dispensing simpler. Easy open- 
ing, closing, and dispensing fea- 
tures are of prime importance. 

27. Does the package lend itself to 
easy labeling? The shape of the 
package is important, as well as 
the materials from which it is made. 
Odd shaped containers are more 


difficult to label, and more ex- 


pensive. Certain finishes and ma- 
terials require special adhesives to 
make the label stick properly. The 


container is 


round usually the 


ON THE AIR 
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it’s acme 


easiest to label, since there are no 
corners to worry about, just a single 
alinement. 


28. Does the package lend itself to 
multi-unit packing? Multi-unit 
packing not only increases sales, 
but also reduces handling costs. 
Lightweight, round containers can 
be banded side-by-side or stacked 
two or three-up. Metal cans, be- 
cause of their weight, will prob- 
ably require a carrier or carton. 
Rectangular cardboard boxes can 
either be glued or banded. Irregu- 
larly shaped packages require an 
outside carton; small items can be 
bagged. These are all technical con- 
siderations, not esthetic ones. 


29. Can the package be used for 
something else after the product is 
used? Men’s accessories—like belts 
and cuff links— have long pack- 
aged their items in reusable con- 
tainers. Belts have come in plastic 
boxes that served as cigaret boxes, 
and cases for cuff links served as 
jewelry boxes. The trend is now 
toward total reusability in many 
fields. Even typewriter ribbons 
come in plastic cases with the 
recommendation that they be used 
for hairpins or clips. Potato salad 
comes in plastic containers and ice 
cream in fiber containers; both can 
be used as refrigerator storage units 
when they are empty. Liquor bot- 
tles have been packaged in oval 
shaped fiber containers that were 
recommended for use as_ knitting 
bags by the addition of a handle. 
The idea is to give something a 
little extra, without sacrificing qual- 
ity of product or appearance. a4 


New Corrugated Bags 
Dispense With Fillers 


Corrugated shipping bags that 
cushion through construction with- 
out additional fillers are described 
in a folder from Sherman Paper 
Products Corp., Newton Upper Falls, 
Mass. 

Made of single-wall corrugated 
sheets, the “Corro-Bags” are ap- 
proximately 50% lighter than con- 
ventional bags with fillers and are 
reported to occupy 50% less space 
in storage. 

They open easily for inserting 
and can be sealed by staples or 
gummed tape. 

Suggested applications include 
the shipping of hardware items, ma- 
chine parts, books, records, jewelry, 
candy, plastics, etc. 

Prices and sizes currently avail- 
able are listed on the Corro-Bag 
folder. 


. » « for more details circle 804, page 103 
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Combine a recipe for ice and 

this and that— with a Waring Blendor 
and you're due for a very tasty 

and memorable sensation. 

Combine a plan for Quality in art, 

plates, ink and presswork—with 

Cantine’s M-C Folding Coated 

—and you're due for a printing job 


you'll be proud to have produced. 





Plates by courtesy Waring Products, Inc 





Designed by Anderson & Cairns. Plates by Pioneer-Moss 
This insert is printed by letterpress on 
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Intermediate-priced. Exceptional 
folding and binding strength. Book 
and cover weights enable the printer 
producing a catalog or booklet to use 
THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. the highest grade of fine-screen 
Specialists in Coated Papers since 1888 halftones and color plates from cover 


Made for both letterpress and offset in a fully modernized, humidified mill 


that has been devoted exclusively to paper-coating for seventy years. 


to cover, with economy in 
cost and press time. 


Illustration by courtesy of RCA Victor and Kenyon & Eckhardt, Inc. 


\ 
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f “See the difference color makes in television. It’s startling”, AS 
... 80 says RCA Victor. So say we all. And in Print, the most convincing 


color reproduction of halftones is attributed to brushed-smooth, coated printing 


surfaces such as one finds — with economy —in Cantine’s M-C Folding Coated for letterpress 


Made in the following weights and sizes 
E(} |) M-C FOLDING BOOK M-C FOLDING COVER 
Basis 25x38 28x44 35x45 38x50 Basis 23x35 26x40 


70 140 182 232 280 60 186 240 
80 160 - 266 320 80 248 320 
100 200 ~ _ - 100 310 400 


This insert is printed on M-C Folding 25x 38 basis 80 (160M) 


THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. SPECIALISTS IN COATED PAPERS SINCE 1888 


COATED) for letterpress SOLD BY LEADING MERCHANTS 
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A Basie Guide to 


Television Commercials 


A look at the fundamentals of television commercial produc- 


tion — their types, their considerations and their future 


and the role of free promotional film. 


Today, no advertiser can afford to ignore televi- 
sion. With the medium reaching for nearly 90° 
saturation of American families, the television audi- 
ence, in practically every part of the country, is a 
mass one in every sense of the word. 

To state simply that television is an expensive 
medium for the avertiser is to oversimplify the situ- 
ation. In one respect, it certainly is one that can re- 
quire more dollars expenditure than almost any 
other. To sponsor a major spectacular, with top tal- 
ent throughout, in full color, on a nation-wide net- 
work at a preferred time slot, is beyond the re- 
sources of all but the most affluent advertiser. And 
yet when measured in terms of the cost per impres- 
sion, and of the impact of the sales message, televi- 
sion may often prove to be one of the least expensive 
media. 

On the other hand, a single 20-second spot, on a 
small station, in one of the low-cost time periods, is 
within the budget of most advertisers, and the cost 
per impression is reasonable. 


e e @ This is the eighth 


> How an advertiser’s budget should be distributed, 
and what part of it, from none at all to 100°, is not 
a matter for this article. This must be worked out on 
the basis of the goals desired, the resources available, 
in cooperation with an advertiser's agency. The ad- 
vertising program should be planned carefully, as 
the result of a complete marketing plan. This plan 
must take into consideration all the advertising and 
sales promotion techniques, apply them to the par- 
ticular objective, and come up with a balanced re- 
port. 

Television, in this respect, is one of the media that 
must be seriously considered today, along with 
newspapers, magazines, radios, direct mail, outdoor 
advertising, specialties, point-of-purchase, and all 
the others which fill the pages of each issue of AR. 
But television, for many marketing problems, is an 
important medium. 

Once a decision has been made to utilize television, 
and a rough budget determined, the next step is to 
decide how this entry should be made. This is largely 


in a monthly series of bonus features for AR 


S|DIDAQUILIOD UOISIAZIOL 


readers. Material for this article was based primarily on these earlier fea- 
tures: “Time and Cost Guide for Producing TV Film” by Lee Randon (Jan- 
uary, 1956); “How to Improve Your TV. Commercials” by Maurine Chris- 
topher (May, 1956); “Getting Your Film on TV — Cost Free” by Richard 
Marvin (January, 1957); “How to Prepare Your Material for Television” 
by Edgar Parsons (June, 1957); “What About Animation?” by Adrian 
Woolery (November, 1957), plus material gathered from other AR ar- 
ticles and our file of reference material. In addition, the manuscript was 
sent to more than 50 experts among agencies, producers and advertisers, to 


get their comments and suggestions before being sent to the printer. 











a matter of budget, which in turn, of course, depends 
on your objectives. 


> Television time, as the audience sees it, is divided 
into two parts: program and commercial. To the 
viewers, the commercial, in most cases, is the price 
they must pay for the entertainment or educational 
part of their television time. But to the sponsor, the 
commercial is the reason for all the fuss. The pro- 
gram is merely the means for attracting a sufficient 
audience to be exposed to a commercial. 

While the program itself cannot be ignored, for it 
defines both the quantity and the quality of the 
audience, its actual production is rarely under the 
immediate supervision of the sponsor, in the way 
that the commercial is. The latter, almost invariably, 
is done the way he wants it, to his specifications. It 
is the spokesman for his company’s products or his 
company’s ideas. 


Basic Rules 


>» Here is a list of basics, compiled by Horace S. 
Schwerin, Schwerin Research Corp. They may seem 
overly simple, but remember that many selling slips 
might have been avoided had the sponsor followed 
through on these rules. 


1. Decide whether logical or mood type commercials 
are better adapted to putting across your sales story. 


2. If the commercial is scheduled for use on a par- 
ticular show, plan it to fit in with the basic mood of 
“ie show. 


3. If an announcement campaign is to be used, base 


the length of the spots to be aired on the sales story 
and not vice versa. 


4. Review your copy points to see if they can be put 
across better with live actors or with cartoons. 


5. Review copy points to see whether they can be 
put across better through live or film commercials. 


Types of Commercials 


> So let’s take a good look at the commercial. In or- 
der to discuss it rationally, let’s divide commercials, 
rather arbitrarily, into the following categories: 


Live action 

Live on film 

Animated on film 

Part animated, part live, on film 
Syndicated film 

Voice over slides 

Silent slide 


> Live action commercials can vary from a miniature 
spectacular to an announcer standing in front of the 
camera, talking or giving a simple demonstration. In 
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the latter case, the announcer can be a staff man, 
making a special appearance, or a newscaster, or 
sportscaster, who works the commercial into his 
spiel, or it can be the president or general manager 
of the sponsoring company. Although this man may 
lack the polish of the professional announcer, he 
often makes up for it because of his sincerity and 
authority. 


Filmed Commercials 


> Live commercials on film have many advantages. 
While often more expensive to produce than a simple 
live action spot, the use of film permits wider scope 
in settings, assures against flubs and errors and al- 
lows repeated use with minimum excess cost. An 
idea of the cost can be obtained from an internal 
staff memorandum prepared for Henri, Hurst & Mc- 
Donald, Chicago agency, by its radio-tv manager, 
Lee Randon, a few years ago, and brought up to date 
especially for this report. 

Here is a breakdown of the costs that go into a 
typical bid: 


@ Production Crew (studio) . . . Includes camera- 
man, assistant cameraman, electricians, carpenters, 
stage hands, prop men, etc. The size of the crew de- 
pends on union regulations, which vary from city to 
city. Average, per day: $500 to $1,000. 


@ Sets (each, if built from stock studio material) 
... If special sets or effects are required, studio will 
supply cost figures. They’re not cheap! Figure at 
least $100 for stock sets. 


e Film Stock Costs . . . Includes raw stock, lab 
charges for printing, developing and simple effects, 
such as overlays. Average: $75 to $125 for black and 
white; for color, up to four times as much. 


@ Editing ... Average, per spot: $50. 


® Overhead .. . Rent, heat, light, etc. Average, per 
day: $400. 


® Optical Effects ... From $10 to $150 each, depend- 
ing on complexity. These include dissolves, special 
transitional tricks, etc. 


@ Stop Motion Animation . . . About $600 per day. 
Even a ten-second sequence may take an entire day 
to shoot! 


® Cartoon Animation .. . Average, from $50 to $150 
per foot, depending on the amount of detailed draw- 
ing, the number of figures used, whether full or par- 
tial animation, etc. Spots will run 90’ per minute. 

Total minimum per day, including a 10°, conting- 
ency reserve: $2,200. 

This figure of $2,200 is just the starting point, and 
must not be confused with the total cost of the com- 
mercial. For a number of costs have not yet been in- 


cluded. 
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Among these is the cost of actors, which can vary 
widely. The new Screen Actors Guild code sets up 
many classifications, which you had better have 
checked by an expert. 

Then there is the cost of sound recording, addi- 
tional sets if needed, artwork and special props, and 
so on. According to the advertising manager of one 
national user of tv commercials, a commercial calling 
for a one-day shooting schedule seldom comes in for 
less than $4,500 plus agency commission. In a few 
cases, a single commercial has broken through the 
$28,000 mark! 

Expensive? Depends on the way you look at it. 
You can spend $2,000 and more for a couple of good 
photographs, and not have a qualm. Why expect to 
spend less for 1,440 photographs, the number needed 
for just one minute of a motion picture? 


> Time is another element in the production of tele- 
vision commercials. Assuming that work can _ be 
started on the day the order is received from the 
client, here is a typical schedule which might be fol- 
lowed: 


First Week-First Day . . . . Agency conference: tv 
director, tv copy writer, producer, account executive, 
service manager, art director, space writer, to set 
basic theme. TV writer should have all the current 
ads, space plus radio. Should see product logos, all 
display material. Why? Because your tv commercial, 
while a potent selling entity in itself, is only part of 
your campaign. It can help strengthen the impact of 
the other media, help popularize slogans, bring to 


Reprints of all articles in this ‘Best of AR” series 
will be available immediately following publication 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more, 
15c¢ each; lots of 100 or more, 12 2c each. Presently 
available are 


Set Basic Guide for Paper Buyers 

oGen.. Basic Guide for Better Advertising Photos 
ses... Basic Guide to Business Fitms 

304.. Basic Guide to Direct Mail 

300... Basic Guide to Display Typefaces 

306.. Basic Guide to Packaging 

307.. Basic Guide to Specialty Advertising 
308.. Basic Guide to Television Commercials 
Order by number from Reprint Editor, Advertising Re 
quirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order totals less than $2 


life important illustrations, create a mental picture 
which will make your point-of-sales pieces really 
sell! Also give writer idea of budget limitations. Take 
time, too, to round out your film requirements. 

Writing television takes time, because even a 20- 
second film tells a complete story, if it’s good. Allow 
three days to a week for writing and revision. 


Second week ....TV writer confers with art direc- 
tor on that account has him make up rough 
drawings to be used with copy as basic story boards. 
Allow three days to a week to fit into his schedule. 
In many cases, the writer and art director work to- 
gether as a team from the start. 

Send out copies of the scenario and story boards 
to various film producers for bids. It is useful to 
choose three to four studios which seem best able to 
handle that particular type of shooting. Sort out bids 
with one eye on the budget; the other eye on the 
ability of the studio. You may pick the highest bid 
because only that studio can deliver the quality of 
work you demand. Or perhaps only one can deliver 
finished film within your particular time schedule. 

Once figures and story boards are assembled, these 
are submitted to the client. If he asks for changes, 
by all means get revised costs. Seemingly small 
changes may mean a difference of many hundreds of 
dollars in film costs! Often the story boards get 
client-approval before getting estimates. 


Third and Fourth Week .... Client has approved the 
budget and story boards, so the studio prepares 
shooting scripts, detailing every bit of action to be 
used, making up new and more detailed story boards 
if needed. 

A shooting schedule is set up, covering the time 
needed for indoor scenes; a similar schedule for out- 
door shooting, but this time dependent on the 
weather. Actual shooting can be completed in one 
day if the spot is very simple, perhaps up to a week 
for stop motion photography, usually two months if 
you use cartoon animation. 

To avoid difficulties, it is wise to have some repre- 
sentative of the client available during the shooting, 
as well as somebody from the agency. Someone who 
is very familiar with the account and the product 
should be on hand all through the shooting, to avoid 
simple mistakes in the handling or usage of the 
product. This expert will be needed, too, to okay 
changes which arise during shooting, changes re- 
quired because the action doesn't exactly time out as 
planned, or because on the set you see a better way 
of displaying the product than you had thought of 
while writing the script. Changes must be okayed as 
needed or you'll be hit for another bill for re-shoot- 
ing, and that is just as expensive as the original 
film! Many agencies send a tv art director, too, to in- 
sure getting the maximum “sell” out of every scene 


Fifth Week .... The developed negatives and first 
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positive prints, the “rushes,” come back from the 
lab. Check the rushes, pick out the best scenes, or 
the best versions of each scene, and the film editor 
can make up a rough cut of the actual spot minus 
the special optical effects called for. Since the sound 
track was recorded earlier, the two can now be run 
simultaneously, and we see and hear a rough version 
of the spot. 

At this point, familiarity with a Movieola is of 
great help. This device, the single most important 
tool of the film editor, is a viewing device that per- 
mits you to look at a piece of film forwards, back- 
wards, frame at a time, regular speed or at slow mo- 
tion. 

Don’t underestimate the importance of the editing 
process. Just as a good director doesn’t stick slavish- 
ly to the scenario but improves on it if he finds an 
occasion, so a good film editor doesn’t merely chop 
off certain lengths of film and splice them together 
exactly as the shooting script demands. He may find 
that he gets better pacing by adding a foot or two to 
this scene, deleting some from another. Perhaps he’ll 
come across a scene worth expanding, so we'll have 
to re-shoot to fill it out. None of this can be foreseen, 
even by the finest of movie or tv writers. 

Once we've okayed the work print, the film editor 
orders the necessary optical effects made. Even the 
simplest effects, such as a dissolve from one scene 
to the next, adds at least a week to the production 
schedule because it means making fine grain posi- 
tives of the two scenes, processing these prints to 
make the dissolve, then making a new negative of 
the finished dissolve. More complicated effects, like 
special wipes, are sent to specialized studios for 
processing. These take about ten days. 


Sixth, Seventh or Eighth Week .... The studio de- 
livers a finished print for the client’s approval, be- 
fore ordering in quantity. Additional prints take ap- 
proximately a week. 

The above time table is based on tight schedules 
and the premise that everything has gone smoothly, 
without retakes, and without complicated animation. 
Retakes, changes, etc. add plenty of time and cost. 

It can be done faster. You can turn out complete 
spots in three weeks or less, but it means rushing 
certain portions of the process, or paying for over- 
time, which can add half again and more to the cost 
of your spots. AND hurrying means increased dan- 
ger of errors or poor quality, giving you a half- 
baked film or perhaps a month’s delay in retakes. 
Too much rush in tv can be disastrous! 


Animated Commercials 

> Animated commercials are highly popular today. 
Their initial cost is high, but many feel that their 
impact is high as well, and that they have longer 
life, since they can stand more rerunning. Another 
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advantage of animation is that the actors involved 
do not require additional payments for additional 
running of the commercial. Adrian Woolery, presi- 
dent, Playhouse Pictures, Hollywood, answered some 
of the more common questions on animation in an 
exclusive interview published in AR. 


Q@. . . What are the distinctive contributions of ani- 
mated television commercials versus “live-action”? 
Why should an advertiser choose animation? 

A. .. The animated television commercial is poten- 
tially the most powerful of the advertising graphic 
arts. Basically it is an animated cartoon strip and 
has the same eye appeal and magnetism as its cousin, 
the newspaper comic strip. Its characters can create 
a permanent symbolic impression: it usually carries 
a minimum of copy; it has a proven retention value 
for a product. Four distinctive points were recently 
outlined by the Schwerin Research Corp.: (a) the 
animated commercial can illustrate a concept that is 
otherwise impossible or very difficult to explain. 
(b) Sales points can be used through association that 
otherwise might seem ridiculous if done literally. 
(c) Impressions on “live-action” commercials might 
appear unpleasant if presented literally. (d) Certain 
points can be exaggerated in animation without loss 
of audience conviction. 


Q@. . . Isn't this because animation is too expensive? 
What is the cost of animation versus a similar length 
“live-action” commercial? 

A. . . Quality animation and quality “live-action” of 
comparable lengths are about equal in costs. The use 
of animation depends primarily on the product and 
the sales points to be made. I do not believe it is 
price that limits the use of more animation as much 
as it is the determination of which of the two media 
achieve the most desirable end result for the product 
being advertised. 

There is a range of prices that run from $3,000 per 
minute for a filmograph to $12,000 for a minute of 
full character animation. These prices are deter- 
mined by technique, style and complexity of the ani- 
mation and sound track. When you compare the cost 
of animation with “live-action” of equal complexity 
and quality, I believe you will find them to be about 
the same. 


Q. . . What are the decisions an advertiser has to 
make before he even gets started? How can he tell 
if animation will be the best film medium for his 
product? 
A... Today it is becoming increasingly important 
to entertain while selling on television, to achieve 
maximum attention from an audience. Animation 
can help you do this. An advertiser should set aside 
a realistic percentage of his total television time, 
talent and show budget, to cover the cost of produc- 
ing the best possible commercial messages. 

Whether animation fits the needs for the message 
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is best determined by the sales points. One way to 
decide is to establish a rank of precedence for the 
sales points you want to make. Then determine 
which technique seems better to put them across. 

Animation is particularly effective in gaining in- 
terest; in product abstracts; in cartoon characters 
and trademarks; in exaggeration or fantasy; and in 
portraying musical jingles. 


Q@. . . How does an advertiser select a producer? 
A... The first consideration should be the integrity 
of the company. Secondly, the creative talent of the 
staff and the consistency of the company’s work in 
the medium. Thirdly, the producer should have ad- 
vertising know-how and economic stability. Past 
performance in the medium is also a fairly reliable 
yardstick. Most producers will be glad to furnish 
sample reels of their latest work, on request. 


Q@. . . What is the best way of working with the pro- 
ducer? 

A. .. Usually through an advertising agency. Most 
agencies have competent research and creative de- 
partments to decide on the best use of animation. 
They also can tie in animation with an over-all cam- 
paign to achieve greater sales impact. And of course, 
they are familiar with television advertising and the 
techniques of competitive products. 


Q@. . . Who is responsible for the creation of the story 
board? Should an advertiser or agency ask the pro- 
ducer to create a story board? 

A... The creative and art departments of an adver- 
tising agency sometimes create the story board and 
gain client approval before submitting it to various 
producers for bid or to the producer of their choice 
for production. Most large producers have a creative 
staff whose responsibility it is to back up agency 
story boards or to create original story boards for 
agencies or advertisers, based on the sales points of 
their campaign. 

Both methods work satisfactorily. The choice 
usually depends on the type of commercial, the fa- 
miliarity of the agency with the animated film medi- 
um, and the mutual trust and working relationship 
between a producer and an agency. In cases where a 
producer is asked to create a story board, a standard 
fee is charged whether or not the commercial is pro- 
duced. 


Q@. . . When an advertiser signs a contract for ani 
mated commercials with a producer, what does it in- 
clude? 

A. . . Most advertiser-producer contracts include 
story, production cost, talent session fee and one an- 
swer print. Additional prints are usually covered by 
separate orders. 


Q@. . . What are the standard terms of payment fo1 
animated commercials? 


A... This varies with the standard payment terms 
of different agencies. Some producers request one- 
third on signing the contract; one-third upon com- 
pletion of the work print and sound track; and one- 
third on delivery of the prints. Others prefer 50° on 
signing and one-fourth of the contract price after 
completing each of the last two stages. 


Q. . . How long does it take to produce a quality 60 
second, 20 second or ID animated commercial? What 
about a series? 

A... For a 60” commercial allow eight to ten weeks. 
For shorter lengths, from six to eight weeks is stand- 
ard, depending on their complexity. For a series, 
count on a minimum of eight weeks for the first 
commercial, followed by a commercial every suc- 
ceeding week. 


Q@. . . What are the steps in making an animated 
commercial? What does the producer do first? 
A... The planning and even actual production of 
animated commercials is the most complex, the least 
understood type of television commercials. However, 
the production of an animated commercial follows a 
general pattern. 

Briefly, the producer, after determining what the 
client desires to say about his product, draws up a 
story board which visualizes the film continuity and 
relates it to the suggested dialog. Upon acceptance of 
the story board, sound, music and voice tracks are 
recorded and the artwork begins. 

Sometimes pencil test reels are prepared for inter- 
lock screening with the sound track. In other in- 
stances, interlock takes place only after all “dailies” 

scenes shot daily by the animation camera—are 
complete. In both instances, a review period is af- 
forded the agency or advertiser, before a final com- 
posite print is made. 

The animated commercial that incorporates live 
segments, or the live commercial that uses an ani- 
mated sequence, combines the problems of the two 
types, as well as combining the advantages. 


Syndicated Commercials 


>’ The syndicated commercial falls in two categories 
The first includes spots made by studios for partic- 
ular industries. For example, some producers have 
made series of commercials for banks. Individual 
indentification is furnished by adding a title card 
Others give the appearance of being custom-made 
These are shot to order using stock footage or, fo) 
animation, stock artwork. When finished the name of 
the individual sponsor is worked right into the com- 
mercial. 

The other type of syndicated commercial is that 
produced by the manufacturer of a specific brand, 
to be shown on local stations by his distributor or 
dealer. The Television Bureau of Advertising keeps 
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tabs on these cooperative spots, and has issued a list 
of more than 125 manufacturers who have prepared 
co-op filmed commercials. This list, which covers 16 
product categories, is available without charge from 
TvB. In addition, it has prepared a 160-page hand- 
book of co-op tv plans, which is sold for $8.50 per 
copy. 


> Voice-over-slides is one of the most inexpensive 
forms of commercials, but care has to be made to 
prepare the material in the form suitable for the 
station’s use. Edgar Parsons, president, Sight and 
Sound Inc., Washington, made some suggestions in 
an AR article. 

Here are three ways to reproduce a still picture 
for tv: 


1. A “flip card,” either 8x10” or 11x14”, matte fin- 
ish, mounted on sturdy board. Be sure the aspect 
ratio conforms to the proportions of the tv screen: 
three units high by four units wide. Don’t make the 
mistake of furnishing a vertical subject to be shown 
on the horizontal screen. Leave plenty of “protec- 
tion” around the edges. Low contrast prints are 
best; the tv tube responds best to an image whose 
contrast between the lightest and darkest portions is 
not greater than one to three. This type of picture or 
drawing is generally used in the studio; the tv cam- 
era is focused directly on your “flip card.” 


2. Balop or Telop Cards, on double weight matte 
finish photo paper, size 4x5” over-all, with a scanned 
area of 3x4” and a safety area of 2144x314” centered 
in the scanned area. The specifications for these 
cards are more critical than for “flip cards” because 
they must fit into a standard opaque projector. The 
contrast ratio may be somewhat greater, but should 
still be relatively low. A semi-gloss finish is ac- 
cepted by some stations. 


3. Transparent slides in glass enclosed metal mounts 
or in glass enclosed SVE cardboard mounts, over-all 
size 2x2”, the maximum scanned area 24x32mm, 
safety area 18x24mm centered in the scanned area. 
A few stations prefer to use larger slides, over-all 
4x5” but there are not many of these around. 

These three basic tools provide a simple means of 
delivering a picture to the tv audience. Each should 
be accompanied by appropriate audio copy in the 
form of a news story or spot announcement, as the 
case may be. Copy and slides or opaques should be 
numbered to correspond, and should be clearly iden- 
tified with the sponsoring organization’s name. 

All tv material including films, still pictures, 
opaques and slides, should be addressed to: Opera- 
tions Desk, WX XX-TV, Street, City and Zone, State. 

Shipment should be timed so as to arrive at least 
72 hours before air time. A covering letter may be 
addressed to “Program Director” or to an individual 
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who you think will give your material the attention 
you know it deserves. 


>» The silent slide is used very little today. Some sta- 
tions will accept it, with an announcer’s commen- 
tary over it, for what is known as an ID station 
break. These spots, however, are more commonly 
sent out as a film clip. Standards for these, both 
video and audio, are those adopted a few years ago 
by the Station Representatives Assn., 101 Park Ave., 
New York 17. 


What about Videotape? 


> What will videotape do to commercial production? 
Talked about for a long time, it is now beginning to 
emerge as an actual force. The number of television 
stations which are equipped to handle programs and 
commercials recorded on magnetic tape is increasing, 
and at least one producer has announced that he is 
offering tape-recorded films and commercials as an 
alternative to film-recording. 

Videotape holds many advantages. It should result 
in lower costs. Many production costs, of course, are 
unaffected by the way in which the sequence is cap- 
tured for future running. Actors, sets, writers, art- 
work, all remain the same. But tape, which needs no 
processing, is inherently less expensive than film. In 
addition, the ability to play back a scene immediate- 
ly means that the director can check his work with- 
out delay. He can see whether take one is satisfac- 
tory before insisting on taking take two as a protec- 
tion. 

Quality of taped programs is as least as good as 
filmed programs, and better than kinescopes. Since 
this is still early in technological development, tape 
should, before too long, approach the quality of live 
telecasting. 

The major problem with videotape today is the 
difficulty in editing it. With film, the editor can ex- 
amine the picture, frame at a time, to decide exactly 
where to cut. He can see what he is doing. Tape must 
be run through a complex machine to make its 
message visible to the eye. And since so much in- 
formation is packed into a narrow strip of magnetic 
coating, a little slip with the editing scissors may 
make a big difference in the end result. Experts, 
however, are working on this problem, and should 
come up with a solution before too long. 

Since the basic tape equipment is expensive, run- 
ning about $31,000, there are not expected to be very 
many machines outside of the stations and a few 
producers who are able to use them steadily. The 
best source of information on tape progress and how 
it may be applied to your own problems is your local 
television station. For if it does not have equipment 
to handle tape, you might as well stop right there. 

But right now, videotape is one of the most excit- 
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ing developments to hit television. While it is still too 
early to know the exact role tape will play, enough 
experience has been had with it so that its impor- 
tance is becoming clear. A report on one of the first 
installations in a television station and how agencies 
and advertisers were using it appeared in AR for 
April, 1958. 


Public Relations Films 


> There is one additional aspect of television that 
should be considered, although it is on the borderline 
between programming and advertising. This is the 
public relations or institutional film, which can often 
be run on public service time without payment to 
the station. 

To be most successful along these lines, a film 
should be produced with this object in mind. A case 
in point is the very successful “Harvey Dilemma,” 
produced for the U. S. Savings and Loan League by 
Fred A. Niles Inc., Chicago. This film was animated 
in full color, running 20 minutes. This version was 
designed for distribution to adult organizations, 
through member savings and loan associations. How- 
ever, the script was so written that the film could be 
easily shortened to 12% minutes and still remain a 
unit. This was distributed by Modern Talking Pic- 
ture Service for television showings. In addition, 
three four-minute vignettes could also be pulled 
from the same footage, and these fit nicely on Mod- 
ern Home Digest, which was given wide free dis- 
tribution on television. 

While this film was written and produced with 
these end-objects in mind, thus effecting economies, 
it is also possible to adapt existing public relations 
films for free television distribution. Richard Marvin 
in an AR article, outlined some of the considerations 
in undertaking this task. 


> While those who wish to do so can undoubtedly 
lighten their shelves of prints of their existing films 
by offering them “as-is” to tv outlets and get a cer- 
tain number of free runs, most astute advertisers 
in these highly competitive days don’t want to gam- 
ble with public reaction. They realize that a poor tv 
film showing is sometimes worse than no showing at 
all. Thus advertisers should carefully review their 
existing films before attempting to capitalize on free 
tv coverage. There are several important factors to 
be considered which have a definite bearing on the 
number of showings your films will receive, the time 
periods they will get, and the caliber of the stations 
which will use them. 

Stations are presumed to screen each free film be- 
fore they telecast it. This is done to check print con- 
dition and technical quality, and to determine the 
general interest value of the production. There are 
rumors that stations sometimes skip this step, but 


considering all the trouble that could come to them 
as the result of telecasting a tactless, vulgar, or 
offensive film, it is quite probable that stations really 
do screen them and evaluate them before actual use. 

The program manager gets a report, written or 
verbal, on this screening. He has before him a chart 
showing when and where free film is to be used. It 
is simple logic to assume he assigns the better posi- 
tions to films which have gotten the best reports. 
The determining factor is undoubtedly the degree of 
interest each film holds — not for the advertiser, but 
for the viewing audience. If it’s all cluttered up with 
“trade” scenes, and has a narrative which approaches 
gobbledygook, it’s apt to be tucked away in an ob- 
scure time segment, or even returned with regrets. 
If it tells a good story in an interesting, understand- 
able way, it’s given priority. 


> This does not mean that a technical film, or a film 
which describes manufacturing processes is always 
sloughed off. It’s how the story is told. And whether 
it’s told from the viewpoint of the people who paid 
for the film, or from the viewpoint of the general 
public. Nearly every story can be made to have pub- 
lic interest value if it’s put together with that in 
mind. 

But even a good, interesting film can come to grief 
if it doesn’t conform to accepted tv time units—the 
15-30-45 and 60-minute periods inherited from radio. 
When a station receives an odd-length film which 
runs, say, 22 minutes, it has two alternatives. It can 
combine it with other material to fill a 30-minute 
time unit, as it frequently does, or it can scissor it 
down to fit a 15-minute time bracket. This stations 
frequently do, even though their editing is un- 
authorized and is rarely the way the advertiser 
would have preferred it. After the film has been 
used it is patched back together and returned with 
bloops, pops, and sometimes a missing word where a 
cut was made. 


> The same applies, only more so, to film over 30 
minutes in length. They’re used, we see them from 
time to time, but often they’re so garbled by cutting, 
and so mixed in with announcements in order to fill 
the time period, it is doubtful if their appearance 
builds much good will either for the advertiser or for 
the station. Quite frequently, if they’re not truly out- 
standing, odd-length films are relegated to the less 
desirable periods. And unless schedules are ex- 
tremely open, many important stations hate even to 
bother with them. 

Clearly, the length of films for free presentation is 
important. One very successful unit is 124% minutes. 
It fits nicely into the 15-minute segment. No fuss. 
No editing. No special scheduling. It’s timed just 
right. And—very important—it gives the station 
chance to make some money on the deal by inserting 
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spot announcements before and after the uncut film. 
A 13!2-minute unit works, too. In longer units, films 
which run 261-2814 minutes are desirable. Odd- 
length films over 30 minutes in length are question- 
able. There’s even interest in 5-minute films to be 
integrated into live shows, and run as fillers here and 
there throughout the day. 

In their pre-screening, stations take particular note 
of the amount of direct commercial content. They 
don’t like a film heavily loaded with product plugs. 
Ihat’s advertising! And advertising should be pur- 
chased at the usual space rates! On the other hand, a 
film constructed around a public relations theme is 
welcome. If a film sells a “product”—that’s wrong. If 
it sells an “idea,” or an “ideal’’—that’s right. 


» Almost any commercial or industrial film, unless 
made specifically for television, needs some revisions 
before it can be expected to do its best job on free 
tv. Either because of its odd length, or technical con- 
tent, or commercialism. In many cases revision has 
to be done anyhow, because in the original version 
either the narrator, or the music or both is not 
legally cleared for tv. 

Advertisers should welcome this chance to rebuild. 
It gives them an opportunity to up-date the material, 
first by removing scenes that might indicate the film 
is not exactly new and, second, to remove script and 
screen material concerning methods and processes 
which are no longer important. In addition, rebuild- 
ing gives them a chance to have the story re-told in 
narrative designed for tv, rather than keeping the 
original narrative which may have been aimed at 
employes, school children, salesmen, technicians, and 
so on. All in all, rebuilding is healthy, and results in 
a better film for tv. 

After films are revised, after they've had that final 
perking up and are ready for tv use, comes another 
question. What to do with them now? 


>» Some advertisers have well-run, well-organized 
motion picture departments of their own to handle 
contacts with stations and the innumerable details 
involved in getting the right print of the right film to 
the right station at the right time 
back. 


Others feel they have enough problems right in 


and getting it 


their own businesses without getting into anything 
as specialized as motion picture distribution. For 
these people there are many firms which handle ty 
distribution of films. Some of them are well known 
and have splendid reputations for results. Charges 
are usually on the basis of so much per station, per 
showing, with payment becoming due monthly on 
presentation of a proof-of-performance card from 


Television Commercials 


each station which has used the film. In most cases 
the advertiser pays the film print costs which is 
often no inconsiderable sum. In a few instances the 
basic fee covers all expenses, including the prints 
sent to the stations. 

Whether the advertiser elects to handle his own 
distribution, or whether he decides to farm it out, 
one thing is important. Keep ‘em moving! If the 
prints are allowed to accumulate and gather dust on 
the shelf the advertiser is right back where he 
started. 


> There are now almost 500 tv stations in the United 
States, in almost 300 cities the list continues to 
grow. Practically all of these stations are users of 
free film. Not only that, but in cities with multiple 
stations, films can be re-run on another station after 
a decent interval of, say, six months following the 
first appearance. It is not exaggerating in the least 
in fact it’s understating to say that a film which is 
right for tv which offers at least average audi- 
ence interest which is aggressively distributed 
should obtain from 200 to 300 free tv showings 
per year. 

If the film is edited so it doesn’t become dated, it 
should be good for at least 5 years, a total of 1,000 to 
1,500 free showings! 

This is imposing, but advertisers who have suffi- 
cient existing footage to turn out a whole series of tv 
films can get a free circulation which, over a period 
of years, nears the astronomical in number of view- 
ers. 


> If an advertiser interested in this kind of coverage 
wants his story told on tv via his own, existing films, 
and get top value from it, one positive solution to 
his problem is to regard this activity as a specific 
and not unimportant part of the general advertis- 
ing and public relations responsibility, assigned as a 
definite duty to an executive of the company, rather 
than handled on a hit-and-miss basis by whoever 
happens to be handy. 

Films which are cleared legally, and which meet tv 
requirements, should be got out to stations and kept 
moving as a part of a calculated plan. Films which, 
for one reason or another, need revision should be 
turned over to a specialist in this field. And, by all 
means, the executive in charge should have a hands- 
off budget to cover this work to the point where the 
films really do a real job on tv. The whole operation 
should be regarded as an integral, budgeted part of 
the promotional campaign. Even to the point where a 
careful record is kept, balancing expenditures for re- 
building and distribution against circulation obtained 
free. 

With the tremendous coverage free tv showings 
can give commercial and industrial films .. . with 
the extra mileage this medium offers existing footage 
already paid for this productive field of public 
relations deserves to be handled on a strictly busi- 
nesslike basis. The rewards will be even greater. 44 
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THE PARADE OF CHAMPION MERCHANTS 


THAT OFFER A QUALITY 


QUALITY HOUSES 


ALABAMA 
The Whitaker Paper Company 
The Partin Paper Company 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Company 
Graham Paper Company 
CONNECTICUT 
John Carter & Co., Inc. 
John Carter & Co., Inc 
DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 
The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 
IDAHO 
Blake, Moffitt & Towne 
Carpenter Paper Company 
ILLINOIS 


Bradner Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company * 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
Cc. J. Duffey Paper Company 


INDIANA 
The Millcraft Paper Company 
indiana Paper Company, Inc. 
IOWA 
Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 
KANSAS 
Carpenter Paper Company 
Southwest Paper Company 
KENTUCKY 
The Rowland Paper Company, Inc. 
LOUISIANA 
The D & W Paper Co., Inc. 


Augusta 


Baltimore 


Boston 


Springfield 
Worcester 


Detroit 


Grand Rapids 


Albany 
Binghamtor 
Buffalo 
Jamestown 
New York City 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


MAINE 
John Carter & Company, inc. 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 


John Carter & Company, Inc. 
The K. E. Tozier Company * 

John Carter & Company, inc. 
John Carter & Company, inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Company 
Inter-City Paper Company 
Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 


Carpenter Paper Company 
Midwestern Paper Company * * 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEVADA 
Blake, Moffitt & Towne 


NEW HAMPSHIRE 
John Carter & Company, Inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
Aldine Paper Company * * 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation’ * 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
(Suiiioy Dunton (Far East): 
Bulkley Dunton S. A.; 
)Ghempion Paper Corp., S.A. 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


LINE OF PAPER 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & 
Paper Company 
The Queen City Paper Company * 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 
OREGON 


Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 

Kemmerer Paper Company 

Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphia Garrett-Buchanan Company 
Matthias Paper Corporation’ 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 

The Whitaker Paper Company 

Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 
UTAH 
Carpenter Paper Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Company 


WISCONSIN 
Dwight Brothers Paper Company 
CANADA 
Blake Paper Limited 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 

Mansfield 


Toled 


Oklahoma Ci 
Tulsa 


Allentown 


Pittsburgh 
Reading 


Chattanooga 


Knoxville 


Memph 


Ogder 
Salt Lake Cit 


Hunt 


ngton 


Milwaukee 


Toronto 
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Executive On Camera . 


An Agency 


| Presentation on 


’ Closed-Circuit 


Television 


. » Agency vice president and account 


supervisor Vinton Hall acted as one of the narrators on the 
closed-circuit presentation to the client's executive conference 


For greater impact in telling 
management about an advertis- 
ing program, this agency turned 
to a presentation on closed-cir- 
cuit tv with great success. 


The use of closed circuit televi- 
sion by companies to introduce 
models to dealers to hold 
stockholders meetings . . . . to con- 
vene a nationwide sales force... . 
is no longer an unusual procedure 
in this age of video voodoo. But an 
advertising agency’s use of closed 
circuit tv for a stewardship report 
to a long-time client is a new ap- 
proach, and one that was perhaps 
done for the first time recently in a 
major production. 

It all started late last year when 
H. E. MacDonald, president of the 
Household Finance Corp., asked his 
agency — Needham, Louis and 
Brorby Inc., Chicago — to partici- 
pate in HFC’s 32nd annual execu- 
tive conference, to be held at the 
Sea Ranch Hotel, Fort Lauderdale, 
Fla., from April 12 to 18. This agen- 
cy portion of the agenda was to be 
the only phase of the high-level 
meeting not concerned with the 
subjects of investment, banking and 
law. 

Needham, Louis and Brorby ac- 
cepted the invitation. And then 
came the think sessions — and the 
problems. 


>» Some 225 people would be in at- 


tendance at the conference. Meet- 
ings — including the agency’s 
presentation — would be held on 
the hotel’s palm  tree-surrounded 
patio, under a canvas roof or tent- 
like enclosure. 

That meant too large an audience 
for a card presentation. That meant 
a low ceiling and no large screen. 
That meant open side walls (to let 
in the cool breezes that were unin- 
tentionally furnished in quantity by 
Florida this year!) and too much 
light in the patio-auditorium to 
permit acceptable viewing of film or 
slide projection. 

So immediately Needham, Louis 
and Brorby was faced with its larg- 
est problem: method of presenta- 
tion. How could it stage a complete 
and dignified report that would be 
easily viewed have impact 
in the face of the various 
physical limitations? 


> Though unique for an agency-re- 
port-to-the-client, closed circuit 
television was decided upon as the 
best and most effective means of 
presentation. And, because it was 
an unusual approach, the closed 
circuit device to be used was not 
made known to those attending the 
conference — other than the very 
top people — until the show hit the 
air. 

Once the method of presentation 
was decided upon the NL&B ac- 
count group and TV-Radio Depart- 
ment rolled up their sleeves. It was 
concluded that the presentation 


should contain much more than a 
review of the Household Finance 
Corp.’s advertising, with audience 
measurement and sales effectiveness 
figures. There should be a detailed 
documentation of the philosophy 
behind the HFC advertising, past, 
present and future. 

The decision was made that the 
presentation also include another 
major element — the agency’s 
over-all philosophy of operation, its 
method of operation and its success 
of operation. This section would be 
a thesis on the agency’s purpose 
and performance, since a number of 
those attending the conference may 
never have had an opportunity to 
closely study advertising and an 
agency’s relationship thereto. 

All this, someone reminded, was 
to be covered in an allotted 45 
minutes! 


> Script preparation was placed in 
the hands of Barker Lockett, TV- 
Radio Department writer. Produc- 
tion was assigned to Morris E. Kin- 
nan Jr., also of NL&B’s TV-Radio 
section. 

While the script was being writ- 
ten, a number of the chief produc- 
tion problems were tackled. First, 
arrangements were made with 
WTVJ, Miami, to send its remote 
facilities and technical crew to Fort 
Lauderdale to televise the produc- 
tion. Second, a room in the Sea 
Ranch Hotel was selected for use as 
a “studio” where two sets were 
built. Third, plans were made fo1 
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eight tv receivers to be placed 
around the conference auditorium 
for easy viewing of the closed circuit. 

The finished 36-page script cov- 
ered integration of live studio shots, 
film, flip-cards, photographs and 
tape recordings. Much of the film 
was shot solely for the closed cir- 
cuit presentation. It included foot- 
age of the Household 
Corp.’s main office and_ several 
branches and of Needham, Louis 
and Brorby’s offices and operating 
personnel in the Prudential Build- 
ing, Chicago (where HFC’s head- 
quarters also are located). 


Finance 


> Probably the most unusual ele- 
ment in the closed circuit script was 
the lack of live professional talent. 
Theory for this approach was that 
this was an agency’s factual report 
to its client and glamor would be 
entirely out of context. Consequent- 
ly, the three key agency executives 
who work closest with the account 
were cast for all live on-camera 
narration. These “stars” were James 
G. Cominos, vice president in charge 
of tv-radio; Vinton Hall, vice presi- 


Relaxed Session 
Shirt-sleeved 
executives watch 
agency presentation 
over eight tv sets 
in Florida hotel’s 
canvas-covered 


auditorium 


about the conference. For on the 
hotel grounds was the giant WTVJ 
mobile truck largest in the world 

plus three tv cameras in the 
“studio” and a corp of 11 techni- 
cians distributed between truck and 
studio. Few in attendance knew 
what was to happen. 


> The agency's portion of the con- 
ference program opened with a brief 
address by Maurice Needham, pres- 
ident of Needham, Louis and Bror- 


hall. So, cue given, the unique 
closed circuit presentation was on 
the air! 

All the weeks of work paid off. 
The program went off without a 
hitch. Response at the conclusion 
(and ever since) was profuse and 
enthusiastic. 

In summing up the reaction of 
the HFC executive group, A. G. 
Waack, HFC vice president and di- 
rector of advertising, says: 

“Not only did we find the con- 


dent and account supervisor; and by. His remarks on the agency's 
Richard Rothlin, account executive. purposes carefully led 

After weeks of plans and prepara- into a request that the audience method of presentation caught 
tion, plus rehearsals, the day of the next direct its attention to the tv everyone's eye and I don’t mean 
closed circuit saw an air of curiosity sets located about the conference that as a pun. This closed circuit 


tents of the program highly inter- 


aims and esting and informative but the 


Save time, money! Ship your displays 


LEFT: Bowser's Paul E. Ganz 
and North American's presi- 
dent, James D. Edgett, discuss 
padded protection, which as- 
sured safe arrival at each 
point of more than 1,000 

aT products displayed in the Fort 
Wayne firm's $3 million 
road show. 


RIGHT: On display—a section 
of Bowserama exhibit which 
toured the nation via North 
American Van Lines. 
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Hear Alex Drewer’s VA -CINES, [ne. . 


Salutes to Industry : a i 
Every Sunday Evening, 
6:05 P.M. (EST) NBC-Monitor 


DOOR-TO-DOOR DELIVERY...UNCRATED...HIGH-VALUE PRODUCTS...EXHIBIT DISPLAYS 
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RELOCATED 


technique gave us a dramatic and 
graphic documentation that I don’t 
believe could be achieved in any 
other way. I am hearing excellent 
reactions daily to the program, and 
I congratulate Needham, Louis and 
Brorby and the personnel who 
worked on the presentation for a 
truly unique and exciting experi- 
ence.” 


> On the agency level it is felt that 
the outstanding acceptance of the 
presentation was due to the very in- 
teresting and inspiring story that 
was told .... the newness of the 
method of presentation was exciting 
and there were many hours of 
thought and hard work put into 
perfecting the production. 

NL&B conclusion: Ideas and in- 
dustry always pay off! 44 


Friendly Facts Booklet 
Reports on Blair TMP 


A report on the Blair-TV Test 
Market Plan a qualitative re- 
search service — is available in a 
friendly and factual booklet. 

After giving the service a brief 
historical rundown, the booklet 
points out the value TMP offers a 
client when it wishes to know: 


VW Eliminates costly crating and uncrating. 
G4 On-time delivery; fastest service anywhere. 
V/ Liberal pads, covers—100% protection. 
W/ Door-to-door service; no delay. 


® the relative effectiveness of spot 
tv in comparison with one or more 
other media 

® the most efficient way of using tv 


“for a particular sales objective 


> Other tests for the client have in- 
cluded research in areas of live tv 
versus filmed commercials; the na- 
ture of late evening audiences; the 
impact of slogan remembrance, etc. 
Without mentioning client’s names 
or giving away the type of product, 
the booklet lists some of the ques- 
tions used during 500 in-home in- 
terviews in each market. 
Copies are available. 
- for more details circle 801, page 103 


New Television Lens 
Has Dual Focal Lengths 


A compact and lightweight tele- 
vision lens that contains two focal 
length ranges has been developed 
by Zoomar Inc., Glen Cove, N.Y. 

Designed for commercial tv, the 
new “ITV Zoomar Mark II” has 
three built-in motors but weighs 
only 2% pounds. It can be mounted 
to any ITV camera by means of a 
standard “C” mount and has a full 
zoom range of 6:1. The two focal 
lengths range from 22 to 130mm and 


35 to 210mm. A speed of F/3.5 is 
constant over the entire zoom range. 

The ITV Zoomar Mark II is sup- 
plied as a basic unit with motor 
drives for distance setting, zoom and 
iris control. A simple mechanical 
arrangement enables the adjustment 
of the lens to the Vidicon without 
opening the camera. Low power re- 
quirements reduce motor noise to a 
minimum, eliminate static noise, 
and allow use of very light cable for 
control connections. 

Additional information is avail- 
able from Zoomar Inc., Glen Cove, 
N.Y. 44 


He Speaks for Cats . . . Appealing little 
guy uses direct method to sell Bonnie 
cat food by asking ‘‘Why don’t you get 
some for your cat?’’ He’s being seen 
and heard in saturation tv spot cam- 
paign on WABC-TV in New York. 


via North American Van— 


I MELRLATHED Y 


DOUBLE-CHECK THESE ADVANTAGES: 


Phone Your North American Van Lines Agent Now. 
He’s listed in the Yellow Pages under ‘‘Movers.”’ Or 
send coupon below for details of Exhibit Display 
Moving, other North American specialized industrial 
services, and ‘‘Wife-Approved”’ moves for transferred 
personnel. North American Van Lines, Inc., World 
Headquarters, Fort Wayne, Ind. North American 


Van Lines Canada, Ltd., Toronto. 


KS Frees your personnel for customer contacts. 


VW One exhibit or 100; no schedule too tough! 


Let us ship your exhibit to 
Vational Instrument Exposition 
Philadelphia Convention Hall 


Sept. 


(See us at Booth No. 911) 


r 


15-19 
Name 


Company....... 
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TOBIN Sn cscsencains ‘ 


OFFICES AND LABORATORIES City 


Clip this Coup on! 


North American Van Lines, Inc. 

World Headquarters, Dept. AR-88, Ft. Wayne 1, Ind. 
Without obligation send report on Impact-0-Graph tests and these booklets 
© Exhibit Displays 

© Transferred Personnel 


0 High-Value Products 
DC International Fairs 


Zone . State... 
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IDEAS @ 


2. Japanese Motif . . . Using a module 
4'x4’x18", the flat color areas and the 
simple handling of space gives a subdued 
Oriental flavor 


1. Tri-lingual Display ... In 
English, French and Flemish, this 
exhibit explains Xerography. 


The exhibit designer is a man who is constantly 
pulled between two opposing forces. He must devise a 
rigid and solid structure, one able to stand the rigors 
of exhibit crowds, but it must be easily collapsible for 
shipping. His exhibit must give the impression of being 
designed specifically for the occasion, but it must be 
flexible enough to meet many different occasions. Its 
design must be strong enough to attract attention in 
an exhibit hall, but not so strong that it overpowers 
the product or the message it carries. 

In short, just about every exhibit design is a search 
for the most apt compromise. It rarely satisfies every- 
body completely, but today’s experts more frequently 
than not come up with ingenious and imaginative solu- 
tions. 


—_—_—————_——— —— 
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3. Two-minute Unit . . . Self- 4. Wine at Home. . 


contained, this display can stand focal point to encourage wine drinking and proper wine use at British 
by itself or can be butted for home show. 
larger shows 


. This pleasant setting formed an attractive 


nurses AUOIO 
oe res 


5. Modular Units . . . The background can remain constant, while 
the product panels are easily changed to meet specific needs 


6. Colorful Newsstand . . . Made of 4x8 


panels, this booth replaces table display 

1. Tri-lingual display .. This Haloid exhibit at the 
Brussels World’s Fair has text in English, French and Wx 
Flemish. The process is explained on the outside panels, a! 
while a demonstration is given automatically when a 
visitor pushes a button. The demonstration is in a red- 
light illuminated darkroom behind a red filter window. 

The push button xerographic demonstration ma- 
chine was designed and built by Woodward and Gris- 
wold, Rochester, N.Y., while W. A. Displays Inc., 
Rochester, designed and constructed the booth for 
Haloid Xerox Inc. 


2. Jopanese motif .. This small section of an exhibit 
for the Girl Scouts that covered 15,000 square feet 
shows the basic box-like structures, each 4’x4’x18”, of 
which the entire exhibit was built. Masonite sheets, 
painted vermilion, burnt gold and turquoise, formed 
the panels. 

The design was by the Scouts’ exhibit director, Sal- 
vatore A. Carbone, assisted by Leonard Lowy, and built 
by Art Guild of Philadelphia. 


3. Two-minute unit .. Self-contained, this unit folds 
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7. Chaste Domes Octagons with 
plastic roofs go together in varied shapes 
and sizes for national or regional shows. 





8. Multiple Products . . . A shadow- 
box for each sponsor, backed with a 
complementary colored cardboard, pre- 
vents chaos in this booth at grocers’ 


convention 


down or sets up in less than two minutes, and is small 
enough to fit into a standard station wagon. While the 
5’ unit can stand by itself, its design permits a num- 
ber of them to be butted for larger shows. Design and 
construction by the Garroway Co., Rutherford, N.J. 


4. Wine at home .. For an exhibit for Gilbeys at the 
1958 Ideal Home Exhibition, London, the uses and types 
of wine were shown in attractive panels. A room setting 
emphasized the theme of the display. 

Design was by W. M. de Majo, with construction of 
the stand by Osters & Fleming Ltd. 


5. Modular units . . The basic structure in this dis- 
play can have all of its copy and product elements 
changed to meet the specific audience. Its design keeps 
all key elements at above eye level. Its neutral back- 
ground colors keeps the display unified and restful, 
while accent colors can call attention to key points. Ex- 
hibit by Ivel Construction Corp., Brooklyn. 


6. Colorful newsstand .. In an effort to perk up the 
usual literature display, just laid flat on a table, Design 
& Production Inc., Alexandria, Va., produced this booth 
for the AFL-CIO, made with nothing but 4x8’ panels. 
The cartoon on the other end of the booth, in similar 
style to the lunching steelworker, shows a busy house- 
wife stirring a pot while reading a new pamphlet on 
wages and prices. 


7. Chaste domes .. For the Natl. Restaurant Assn. 
show in May, General Foods developed a 1,000 square 
foot exhibit, based on 10’ modules. Each module was 
an octagon with metal frame and an 8’ plastic trans- 
lucent dome. Ten units were made for the NRA show, 
but they can be used in smaller numbers for regional 
exhibits. Wall panels of various types are available for 
flexibility. 

Construction was by Andrews, Bartlett & Associates 
Inc., Cleveland and Chicago, from a design by Walter 
Dorwin Teague Associates. 
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8. Multiple products . . Borrowing the title of its 
bi-monthly merchandising publication, WKY & WKY- 
TV showed off its sponsors’ brands at the 1957 Retail 
Grocers Convention, Oklahoma City. Each shadow 
box was backed by cardboard of a color complementary 
to the product it held, while the over-all exhibit was 
in black and gray. 

The booth was designed by Nick Panos, and built by 
studio artists and carpenters. 


9. Mail-box base . . This display utilized an actual 
mail-box, borrowed from the local post office, to pro- 
mote save-by-mail service for the Peoples Savings 
Bank, Evansville, Ind. The printed display card reads 
from both directions, and can be used independently 
as a counter or window display. 

The unit was developed by Keller-Crescent, Evans- 
ville. 


10. Talking blanket .. Using the actual blanket as 
the chief design element, this exhibit tells its own story. 
When the visitor pushes the button, the eyebrows 
raise and lower, the eyes roll from side to side, the lips 
are animated in synchronization with a one-minute 
tape recorded message. If desired, a microphone can 
be used for an “in-person” message instead of the tape 
recorder. 

Designed for Chemstrand Corp. by Gardner Displays 
Co., Pittsburgh. 


1l. Unattended display .. Allied Chemical needed 
a display that would be dramatic, but since it would 
be unattended, it had to be relatively fool-proof, both 
in erection and operation. 

A framed Plexiglas picture tells the story from the 
raw material to consumer use. Animated figures are 
used to represent intermediate chemical compounds. 
The picture is back-illuminated, and heat motors give 
an illusion of animation to each production step. 

The unit was designed and built by the Chartmakers 
Inc., New York. 44 
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sscitetm ar n~» Shading Mediums Catalogue #3 


top of a borrowed mail-box makes a ‘ Id’ | li 
lin: or a Goer aii ... featuring the world’s most complete line 


of shadings, symbols and alphabets! Craf- 
Type ¢ Craf-Tone ¢ Craft-Color ¢ Craft-Copy 
e Doubletone Drawing Paper « Doubletone 
Tracing Vellum ¢ Singletone Drawing Paper « 
Multicolor Process ¢ Top Sheet Shading Films! 


FAST sales impact to layouts and finished artwork! 


FASTER ad production and paste-up! 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE. CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog... 


sities Name 
10. Talking Blanket . . . Having the : 

Write today for your 
product tell its own st via tape or y y Company 
a hidden microphone FREE Catalogue *3 Address 

Zone State 


i 
L ctipsieaeoneEenannmaane 


Waa GL 
oe hase Want News? 


for ONLY $14.25 each ad - 2 
ee al nee 0 ae | Information? 


Delivery within one week! AN FREE rote 
- Se an Call on Burrelle’s for clippings from 
NUZART Sewice SaaS Uae melee daily or weekly sa (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


Est. 1888 


PRESS CLIPPING BUREAU 


11. Unattended Display . . . Designed — 165 Church St., New York 7, N.Y. 
| ted to ¥ ECCS a ee See Phone BArclay 7-5371 
to travel | tself, heat otors give Free folder 
ee ee ee ee ee ee ; STIVERS STUDIO 14 E. Jackson Bivd., Chicago 4, III. 


ees PHONE WADaSH 2-537 1] emu 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. A-8 @ Telephone: MI chigan 2-5651 


b eles comm ani aa st 


ie. 


essential art tools... 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils « Friskets « Silk Screen 
Retouching « Mat Cutting « Mon- 
tage « Etching « Scratchboard 


FREE! Buying Guide for * 
X-Acto Artist Knives, 
Tools Art and Craft Sets 


{8-45 VanDam Street, L.ILC. 1, N.Y. 
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Satellite Exhibit 
Developed by Ivel 


A unique exhibit showing “Ex- 
plorer I,” the nation’s first success- 
fully launched satellite, has been 
developed by Ivel 
Corp., Brooklyn. 

Designed primarily for showings 
at colleges and universities, the 
models measure just under seven 
feet in length, with a diameter of 
nearly six and a half inches. 

They are equipped with support- 
ing bases to raise the units off the 
floor at a height of five feet. Flex- 
ibility in positioning is achieved 
through a_= specially-developed 
knuckle joint assembly. 

In the nose of each satellite model 
is a cutaway area measuring 8x24”. 
It contains a four-color art panel 
illustrating major components in- 
side the actual satellite — electrical 
circuits, microphone, meteorite de- 
tector, cosmic ray detector and a 
high-powered radio system. Iden- 
tification of all pertinent parts is 
aided by a legend plate positioned 
on the model exterior. 

The Ivel Corp. has built some 300 
plastic models of Explorer I for the 
Army to acquaint ROTC students 
with missiles and missile technology 
by means of scale models. 44 


Construction 


Ready-Made Draperies 
Give Booth Luxury Look 


If your booth needs wall-to-wall 
draperies to give it that finished 
look, a low cost line is now avail- 
able from Bartman & Bixer Inc. 

Ready-to-hang in ceiling-to-floor 
and wall-to-wall sizes, the “Ken- 
neth” draperies come in a_ wide 
variety of styles and patterns. 

Fully pinch-pleated, they can be 
ordered lined or unlined in sizes up 
to 16’ wide and 8’ high. 

A giant mailing piece, illustrating 
the widths and lengths of the 
ready-to-hang drapery line, is 
available. 


- «+» for more details circle 802, page 103 


Perforated Metal Catalog 
Features Applications 


A new general catalog of perfo- 
rated materials (No. 75) has been 
released by the Harrington & King 
Perforating Co. 

New feature in this year’s catalog 
is the section which illustrates many 
practical applications of the techni- 
cal data, plus additional technical 
data accompanying the illustrations. 

. . « for more details circle 803, page 103 


New Portable Fiooring Floating 
Floor Inc. introduces a new raised floor 
ing that requires no permanent supports 
and can be picked up and shipped with 


rest of exhibit materials. 


Floating Floor Units 
Add Booth Flexibility 


Greater flexibility in booth ex- 
hibits has been introduced in a new 
“Floating Floor” that can be laid 
down directly onto existing floors 
without requiring a permanent sup- 
porting structure. They permit all 
or part of the display to be raised 
above the exhibit hall floor level. 

Able to take loads of 275 lbs per 
square foot, the Floating Floor is 
laid down by assembling 3612x3612” 
modules which rest on adjustable 
pedestals. Each module contains 
four cast aluminum plates placed in 
a steel frame. The modules are 
merely slipped into place over the 
pedestals, and the pedestal heads 
are so designed that the modules 
self-lock as they fall into place, 
without the need of any adjustment 
or tightening. The pedestals rest 
freely on the subfloor and do not 
have to be bolted down. Their ad- 
justability enables the user to make 
the floor either higher or lower, and 
also compensates for unevenness in 
the subfloor. 

Although the new floor is quite 
permanent-looking, it enables the 
user to move it rather easily by 
simply raising the interchangeable 
modules and plates with a hand 
suction-cup lifter. Using this, the 
exhibitor can pick the floor up 
section by section 
new location. 

The empty space left between the 
floating floor and the original floor- 
ing can be utilized as storage space, 
or for heavy wiring, cables, piping, 
etc. The floor itself can be covered 
in any material specified by the 
user. 

Full details can be obtained di- 
rectly from Floating Floors Inc., 
New York. 44 


- for use in the 





. 
. 
‘ 
, 
. 
‘ 
” 
. 
“ 
. 
‘ 
. 
. 
. 


‘ 
“" 
‘ 
. 
. 
‘ 
. 
. 


. - 
cca soorese °° 
-- 





Tie Krueger quartet has the Krueger Key 
which has opened the doors to America's newest, most 


modern ‘‘Micro-Color'’* lithographic plant. 


Now, for you, 140,000 square feet of production space; 
one-floor operation, air-conditioned and humidity 
controlled. Our ‘‘do-it-ourselves’’, completed integrated 


service gives you quality control, fine color fidelity. 


Press sizes? Krueger can handle any of your jobs... 
from ones that belong on a 17” x 22” single-color 
press to the ones that are best run on a 52” x 76” four 


or five-color press ... plus two-color web press equipment. 


Yes, Krueger has the Key, and we offer you that Key. 
At your command we will send a Krueger 
‘*Micro-Color’’* KEY representative to your office 


whenever you say, wherever you are. 


e- 


elms KRURGER CO 


®| W.A. KRUEGER CO. 


LAL? 


EXECUTIVE OFFICES AND PLANT: 12821 West Blue Mound Road 


- Brookfield, Wisconsin - 
CHICAGO OFFICE: 600 West Jackson Blvd. - RAndolph 6-7117 


Phone: Milwaukee, SUnset 6-6000 - TWX Mi-139 
NEW YORK OFFICE: 4 West 40th Street - Suite 301 - CHickering 4-1848 


This insert lithographed in ‘‘Micro-Color'’ Lithography by the W. A. Krueger Co., on 804 Strathmore Duplex 





FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


| 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for t 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 


1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


Payment enclosed Bill my firm Bill me 
Name eee Title 


Firm 
Home, or 
Firm Address _ 


City 


Nature of Business 


Advertising Requirements + 200 €. Illinois st. + Chicago 11, Ill. 








_ How to Increase 
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 Point-of-Purchase 


—  Bffectiveness 


Here, in another report from 
the Sales Promotion Executives 


Assn., is an expert's formula for 


getting more for your money. 


By Horace R. Barry 
Merchandising Manager 
The Nestle Co. Inc. 
White Plains, N. Y. 


A lot has been said in recent 
months about hidden persuaders, 
but I tend to feel that the unhidden 
persuader is still the more impor- 
tant. And it is particularly apt when 
applied to point-of-purchase mate- 
rial, since this has a more compre- 


2% 


Nestle’s P-Leisure Time Foods Festival . . . This, we feel, meet 


all the requirements for high efficiency 
for something to add excitement on a 
especially in  high-profit departments 


Retailers are looking 


hensive persuasion factor than any 
other form of advertising. And in- 
stead of being hidden, point-of-pur- 
chase must meet the ultimate test of 
selling the consumer, right out 
where he takes the final action that 
leads to a sale. It must also appeal 
to your salesmen enough to get 
them to push it and to your retailers 
enough to get them to put it up and 
use it. 

I would like to offer a formula for 
the planning of greater efficiency of 
point-of-sale material: E ox/c 

This formula may seem very con- 
fusing and complex, or perhaps even 
nonsensical, but it is really very 
simple, when you see the meaning 
of the terms. 


E... the efficiency or effectiveness 


general selling 


banners sell a 


of your point-of-sale material. 


0... the objective of the particular 
piece. This may be simple, such as 
serving as a product reminder on 
the shelf, or to tie in with your con- 
sumer advertising. It may, on the 
other hand, be a major one: to se- 
cure major in-store displays and 
their accompanying orders. 


X .. . stands for the percent to 
which we obtain our objective. 


Cc... the cost. 

Thus the formula simply states 
that the effectiveness of any promo- 
tional material equals the degree to 
which we achieve our objective, di- 
vided by the cost 


» Obviously, any time we can hit 


the other. High quality color photography 


added appetite appeal. Price cards and shelf markers fit int 


store-wide basis, and the theme, and the complete kit fits into an envelope, which 


carried complete instructions on the outside. The grocer like 


Nestle’s product, along with another item, on one side, and d 


the promotion of related high-profit items. 
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Shades 
of 
Confucius! 


196tST OF 5-B08 


Speen mess 


¥ IDEA NO. 135 





If honorable picture worth thousand 
words, honorable sample worth ten 
thousand! That’s the principle be- 
hind this novel piece for Champion 
Spark Plug Co., Toledo. Litho’d on 
weather-resistant Flex-Stik “B”, 
it goes up with an easy peel-and- 
press in auto service outlets every- 
where. As a “clincher”, the dealer 
inserts an old spark plug to show 
motorists why they need new plugs! 
look a trio of “champions” to work 
this one out: Jim Lewis, VP in 
charge of advertising; Jack Hor- 
ner, Sales Prom. Mgr.; and Frank 
Southard, Asst. Ad Mgr. Hand- 
some production job handled by 





K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Co., Boston 


Outstanding 


P.O.P. Ideas 








IDEA NO. 136 


Down Arkansas Way... 


Fella over in Little Rock— Burton 
Terry, Adv. Mgr. for Southwest 
Mfg. Co.—wanted some aluminum 
signs to identify authorized dealers 
of Arkansas Traveler aluminum 
boats. Problem was neatly solved 
by Cliff Greer, Sales VP for 
Del-D-Cal Co., Chicago display 
producer. He had Carl Sachs, 
chief artist, design this bold, at- 
tractive number . . . then produced 
it on actual aluminum strip (not 
paper-backed foil—pre-coated with 
modern, moistureless Kleen-Stik 
peel-an’-press adhesive. An orchid 
to “boat” companies involved! 


Plug that sales leak with a 
P.O.P. display or label on ver- 
satile Kleen-Stik — available 
through yourregularlithogra- 
pher, printer, or silk screener. 
Write for free idea-packed 
booklet —""101 Stik-Triks with 
Kleen-Stik”’. 


Ed Hoy for Forbes Lithograph 


S-™ S"H S"M S"M S*H S*M S"M S"H SH S"H S-M SS" S"H SM SH 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


for Advertising and Labeling 
7300 W. Wilson Ave. ® Chicago 31, Ill 
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our objectives with low-cost mate- 
rials, we have attained substantial 
efficiency. On the other hand, if our 
objectives are big, like getting 50- 
‘ase displays in each store, we can 
still have an efficient result even 
though we may have used high-cost 
materials, like a motion display or 
a spectacular. 

When we translate this to the 
creative area, it means that before 
we design high-priced materials, we 
should be certain that the objective 
is worth the cost of achieving it. 
Or to put it another way, only spend 
the kind of money that is com- 
mensurate with the job you expect 
to be performed. 

One of the terms in the first for- 
mula — X is unknown, and it is 
really the pay-off figure. I have an- 
other formula which defines X%. 

X- (I+ F/G:M+I/T)e 

This looks more forbidding than 
the first, but let’s see what the 
terms really mean. 


I... the idea. A good idea can be 
worth many dollars. We could al- 
most say that the strength of the 
idea is in inverse proportion to the 
cost. If a display idea is good 
enough, for example, it may be able 
to move more goods than a price 
cut deal. That means real money 
savings which, in turn, naturally in- 
creases the value of %. We have 
used a number of such display pro- 
motions which have been even more 
successful than allowances and 
other price cut offers. Too often, 
price cut deals are evidence of the 
fact that we have run out of ideas. 


we se instead of guess- 
work. It is research rather than 
“seat of the pants flying.” We con- 
sider this one of the most important 
elements in the value of X. 

It can also stand for the retailer’s 
comment of “Fine,” as contrasted to 
his “Get out of here!” The dealer’s 
opinion is, after all, one of the most 
important factors in creating mate- 
rials. If he does not like your dis- 
play or your plan, it doesn’t stand 
a chance. Even if your salesman is 
convinced it is a hot item, he will 
soon cool off after a few fast turn- 
downs by his customers. 

To restate it, we believe that get- 
ting the facts instead of relying on 
guess-work goes a long way to- 
wards insuring the efficiency of the 
materials we create. 


facts 


M ... the type of quality of the 
materials we supply. While we 
strive to maintain a high standard 
of quality at all times, nevertheless 
for efficiency, the materials must fit 
the job or objective at hand. For 
example, if the basic objective is to 
create appetite appeal and a quality 











Brandt Scaleograph crops, scales 
art and photos—in seconds! 


New precision instrument praised by users 
around the world—artists, photographers, 
editors, printers. Thousands are now in use. 
Once set to a proportion it will enlarge or 
reduce automatically without any compu- 
tation. Scaled in picas and inches. Made of 
transparent amber vinyl plastic, stainless 
steel, and aluminum. As useful as T-square 
or compass. If your dealer cannot supply 
you, order direct. Price $12.50. Immediate 
delivery, parcel post prepaid. Money back 
if not delighted. Order yours today. 


THE BRANDT CORP. 
P. O. Box 465, New Orleans 


how to put ~~ Set 


your ideas into 
MOT, 









Send for Vue-More's 
bulletin and price fist. 


vue-more 


World's Leading Manufacturer of Turntable 


601 West 26th Street, New York 1 


da 
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factual 


CORP. 


PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
feasonably priced solid bronze 

plaques—nameplates, awards, 
testimonials, honor rolls, me- 
morials, markers. 


Write for FREE 
Brochure A 
For trophy medal, 
cup ideas ask for 
Brochure B. 


Attention 
getters: 
MACK’S 
‘““MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


His 6-year-old son can 
write better what? 





Styles | TIMES 


change... change... 


Be 


' change, too! 


AT STOUT... 
MODERN CREATIVE DESIGN 
AND ENGINEERING 


KEEP PACE WITH 


King Mallows . . . This promotion was Our creative staff goes beyond THESE CHANGES ee 
almost entirely a p.o.p. push. It calls for modernizing the over-all appear- 
th S ten, fet fit hich I< ance of your outdoor metal 
€ use of two high-protit, high-impulse signs. Improved engineering te ie 
techniques in fabrication and al 
ance. This type of material got us ee ae an ae EY a 
literal your displays more durable and ia s 
7 era i. ee of ape Se ranging SectinnnS | ai ae 
° ° ia or 
rom oO cases of chocolate bars RESULT: Better eye-ap- t atalog 
peal, longer sign life, and : 
lower cost per year of 


service. sy :s  @) uU 7 | N 


' aan hua 
There are Stout Representatives 6425 West Florissant Ave., St. Lovis 20, Mo 
in most principal cities of U.S.A. 


items, which build up to retailer accept- 


feel for the product, then skimping 
in the quality of art and reproduc- 
tion is the last thing to do. If, on the 
other hand, the idea is to give a 
rough, home-made (or store-pro- 
duced) effect, like a sign saying 
“Factory-Fresh Shipment” or 
“Week-end Sales Special,” then 
extra cost for colors or fancy art- 
work and lettering is not only a 
waste of money, but actually de- 
stroys the effect. In other words, The Smiling Seal 
increase efficiency by making the 

materials fit the objective. cleans dealer shelves, too 


A low-cost, battery-operated Hanks- 
craft motor provides the power for 
the attention-getting display Seal to 
pivot at the waist—showing shoppers 


T ... the time of your salesmen. 
The value of & is in inverse propor- 
tion to the time it takes your sales- 
men to use or set up your materials. 
We probably have all experienced 
the example of some display we 
particularly liked, but because it 
just took too much of the salesman’s 
time, it was soon relegated to his Name Your 

“garage file.” Display Problem! 


just how Glasswax “cleans a window 
a minute.” The Seal “works” for weeks 
—~ on ordinary flashlight batteries! 


Want to know the 
e... This item, squared, multiplies best way to animate 


“ . ee . your display? Just let 
the sum of all the others. It is the ceaiaitncaaiiy aie andaiies 
enthusiasm of your salesmen. The the motion for you! 
salesman is a main key to the effi- wens Bh 8 SUreus 


2 dummy and rough . —_ 
ciency of your p.o.p. program. He sketch. We'll equip it 3 Produced by Process Displays, Minneapolis, Minn 


must be sold, because no matter with the most efficient 


how emod your rmsteriala are L motor for your use ra LET HANKSCRAFT HELP YOU! 
ae _— oe materials are, not and return it withour . Send today for your FREE Hankscraft bro- 
the idea behind them, unless the price quotations. No , 


cg chure — it describes all basic models and 
salesman who promotes it to his obligation, of course a their special applications plus information 


customers is enthusiastic, the result on Hankscraft's free engineering service 


will be mediocre and the final value 
of X, low. 

On the other hand, if all these 
other factors are good, and if in 


THE HANKSCRAFT CO., dept. AR-8, Reedsburg, Wis. 


Sales Offices in these principal cities: CHICAGO © PHILADELPHIA © MINNEAPOLIS 
NEW YORK ® DALLAS © TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Co 
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creating your materials you have 
planned a way to get the full en- 
thusiasm and energy of your sales 
force behind you, then you will 
have a big value for &%. 


> And if & is high, you will have at- 
tained your objectives to a high de- 
gree. Then, with costs that are right, 
you will have a high rate of effi- 
ciency for your point-of-purchase 
materials. And, after all, that is 
what you were trying to obtain 
when you first made use of this 
great unhidden persuader. 44 


End Display . . . This unit uses over 100 
cases of Nestle’s King Size Chocolate 
Bars, plus some SemiSweet Chocolate 


Displays like this sold out almost com- 
pletely over a weekend. 


4 Meat Mobile . . . Part of the P-Leisure 
promotion, this was one of four mobiles 
designed to build volume in_ individual 
departments. They were prepared for 
produce, baked goods and dairy products, 
as well as meats. 





ANY SIZE 
ANY CONTOUR 
METAL 
SIGNS 
AND 
DISPLAYS 
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QUICKER 
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AAW, since 1889, 
has maintained 
national leadership 
through care and skill 
in planning every job. Always 
striving to equip themselves with 
the latest in manufacturing methods, 
has assured their clients of the most 
economical Metal Signs and Point-Of- 
Purchase Displays. 
AAW's wide range of color and tone variations 
give every product and trade symbol true 
standardization and maximum 




















eye-appeal. 


AMERICAN ART WORKS 


Plant ( hocte Ohio ° Executive Office 711 Fifth Ave New York 22, N.Y 
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Bras to Batteries .. . 


Self-Service Displays 
Aid Variety of Causes 


The continuing trend toward 
self-selection in merchandising has 
resulted in a greater variety of 
products being sold from this type 
of display than believed possible in 
the beginning. 

Among the interesting examples 
to come across the AR desks re- 
cently are the following: 


Mel-a-brook This 


Dinnerware 


dispenser-dis- 
play rack for Mel- 
a-brook plastic din- 
nerware sets is formed by a quick 
conversion of a new shipping con- 
tainer which Stone Container Corp. 
developed for Spaulding Industries, 
Chicago. 

Designed as a self-service display 
when opened, the display holds 
samples of the boxes’ contents in 
a printed, die-cut panel which is 
raised at the back for visual effec- 
tiveness. This panel is locked to the 
back poster after being removed 
from the box. 

Another panel serves as an easel- 
type front poster with illustrations 
of the set and copy pointing out 
the colors and features of the whole 
Mel-a-brook line. 

Individual sets of dinnerware are 
easily selected from the open-front 
display, and the printing on the in- 
dividual boxes adds to the impact 
of the whole display. 





Self-Service Dinnerware Dispenser 
display for Mel-a-brook plastic ware 
eliminates need for salesmen standing 
by with visual display of set contents 


Self-Service A rare example of 
For Bras self-service mer- 
chandising, the dis- 
stand created for 
brassieres by Robert 


play floor 
“Lovable” 





Kayton Associates solves the fitting 
problem with bust forms showing 
the product in use. 

The display holds three rows of 
brassieres according to “A”, “B” or 
“C” cup size, and the brassiere sizes 
are indicated in large type on the 
front of the stand. 

As always, in successful self- 
service displays, packaging plays a 
large part by clearly visible prod- 
uct and price information on the 
cardboard section and a cellophane- 
covered cutout that enables the cus- 
tomer to see the actual product. 

Product supply is maintained by 
a storage compartment in lower 
part of stand. 


1 OVABLE, BRAS 


” a 


Self-Service Bras Sales A difficult 
assignment for Robert Kayton Associ- 


ates, this floor stand enables customer 
to see product in use’ and clearly 


shows sizes for easier self-selection 


Pre-Cut A combination ship- 
Screening ping and_ display 

carton for Durall 
Products Co. holds an_ assorted 
two-dozen take-home _ rolls _ of 
either aluminum or galvanized- 
steel screening cut to fit the door 
or window. 

The _ self-merchandising display 
carton is printed in yellow and 
green and requires a floor space of 
only 10x15” while holding 24 rolls 
of take-home screening packages. 


Radar-Lite A three-color peg- 
Display board display has 

been introduced by 
Burgess Battery Co. for self-service 
merchandising of its Radar-Lite 
Lantern line. 

Easy to mount on wall, post, 
counter or window, the display 
holds two standard lanterns with 
and without red flashing tail lamp: 
two high-fashion Radar-Lamps in 
quality finish and a_ sportsman’s 
focusing Bearcat lamp. 

Highlight of the display’s com- 


a D 


Sales manuals 
Ad inserts 
Dealer promotion 
Catalog sheets 
Catalog covers 
Post cards 

Self mailers 
Greeting cards 
Magazine covers 
POP 

Poster previews 


Seles previews 


——™ Seah "a. 
When the “Signs’”’ are Right.. 
YOU GET RESULTS! 


Signs by Texlite get results because they are 
designed right to deliver maximum sales punch 
.. they are built right to give long service with 
minimum maintenance..their quality reflects 
the pride you have in your own product or serv- 
ice. Select your own sign material: porcelain 
enamel or plastic or combinations of the two. 
Or consult with Texlite’s experienced design 


staff for sign designs that do the best selling 
job for you. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most sales-minded companies. 
Request your free copy on company letterhead. 
nse \ 


— 
—— 


a 
Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 
Offices in Principal Cities 


Low COST 
HIGH QUALITY 


FULL COLOR 
LETTERPRESS PRINTING 


Sparkling GEM Color 
TOP QUALITY letterpress printing at LOW cost 
for runs of 100 to 10,000. Reproduced from trange 
parency or art work. All jobs color proofed. 
Delivery in 2-3 weeks. Free samples. 


| 
Tana ean CF \ Uwaukee, Nore For Complete Information Write Dept. ra.g 


616 SOUTH SECOND ST MILWAUKEE 4, WIS. VARIGRAPH CO. « Madison LL: Wis. 
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COLOR PRINTS f 


OF EXACTING QUALITY » 


Te 


S 
TYPE C PRINTS FROM COLOR NEGATIVE 


TRL 


PRINTON FROM aT eid uta bose 
9 












Your guarantee of consistent professional 
results for the critical client! 


Latest electronic color computer devices 
insure quality standards! 


Xp Samples and Brochure on request 


4630 OAKMAN BOULEVARD 


DETROIT 4, MICHIGAN 


COLOR PROCESSING: ANSCOCHROME, KODACOLOR, EKTACOLOR! 
CUSTOM BLACK & WHITE PHOTOGRAPHIC PRINTING. 


Simplify your purchase of 


engravings for letterpress 


and gravure... (and assure 
maximum reproductive qual- 
ity)... by ordering from 


one source: 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 
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munication is a _ series of eight 
illustrations depicting typical scenes 
in which the lanterns are essential. 

The display enables customers to 
pick up the lanterns to select the 
one best suited to their particular 
needs. 

A removable overlay available 
with the display features a special 
Christmas p.o.p. message. 


Press-On 
Fixtures 


A self-service count- 
er display only 12” 
wide that holds a 
complete line of suction cup bath- 
room accessories from the Autoyre 
Co. 

A display sign panel describes 
the easy mounting feature of the 
line and individual display cards 
for each item detail price and prod- 
uct information. Each display can 
hold a dozen each of towel bars, 
toilet tissue holders, towel rings, 
soap dishes, plus tumblers and 
toothbrush holders. 


Plastic Letter Kit 
Has Varied Uses 


A new type of price markers for 
window and store displays that can 
be assembled with the speed of the 
written word has been introduced 
by Inco Industries Mfg. Corp. 

Trademarked “Vari-Link,” the 
new markers are made of plastic 
pieces, numerals or letters. The as- 
sembled marker units can be pinned 
on material, adhered to glass, metal 
and wood, or placed at any angle 
as an easel display. 

Background of numerals and let- 
ters is 34” high with 59” high char- 
acters finished in contrasting colors. 

Full details are available from 
Inco Industries Mfg. Corp., 201 E. 
34th St., New York 16. 44 


ACE Custom w 


Pie M ie sg 


ee id 


Ca oo 
Lt! 


as elie ie 
Pit ae els 


Merchandising Display . Die-cut unit 
for Ace Rubber Products does away 
with display problem by showing rub- 
ber car mat in recess of picture. Display 





can be used in window or on counter; 
has upped sales for dealers 





What Do Type Trends 
Really Prove? 


A typographic consultant re- 
ports on both display and body 
faces used in national maga- 
zine advertising, with a good 
look at the influence of the edi- 
torial style on advertising type 
selection. 


By Arthur B. Lee 


The subject of typographic trends 
is always an intriguing one. During 
the past few years many statistics 
have presented and many 
words spoken on this theme. The 
objectives seem to be to prove that 


been 


certain typefaces are leading others 
in popularity. 

Also there have been attempts to 
analyze, even to predict, the future 
of type popularity. It appears to be 
only human nature for us to classify 
things and try the best we can, even 
at some risk of possible oversimpli- 
fication, to reach definite conclu- 
sions. 

One notable shortcoming of many 
type trend analyses that have been 
presented has been to lump body 
types and display types together in 
arriving at percentage figures; or 


else to concentrate on display type- 
faces only and ignore the concurrent 
use of body faces. It should be obvi- 
ous that for anyone to consider dis- 
play faces alone without due regard 
for the body faces used with them 
would not present a complete pic- 
ture at all. 

As to changing type styles o1 
trends, one might justifiably say 
that they are somewhat as cyclical 
as the stock market, and in some 
respects as difficult to analyze and 
interpret. We have had dull periods 
of typography, boom periods of 
bizarre styles, and depressing trends 
too. We do have plenty of statistics 
as well as eminent theorists on the 
subject of type trends. Yet, the great 
question always confronting those 
who have the 
choosing type still remains: the best 
selection for the immediate purpose 
of the job at hand. 


>» Before any logical choice of type 
style can be decided the entire scope 
of design considerations must be 
visualized. This includes not only 
space limitations, but also such im- 
portant factors as psychological ap- 
peal, the nature of the media in 
which the ad appears, as well as re- 
production problems that may affect 
appearance 


responsibility — of 


For example, if one is preparing 
an ad for mass media such as Life, 
Saturday Evening Post and Look, 
there are the competitive consider- 
ations of other ads with which this 
particular one will vie for attention. 
Likewise, to some extent the style 
of the magazine must be considered. 
From a mechanical reproduction 
viewpoint, the first two magazines 
of this group’ are letterpress 
printed, while Look is part letter- 
press, part gravure. Therefore the 
‘ody type choice, if the same ad is 
to run in all three magazines, must 
be one that will stand up for the 
printing processes involved 
>» Today's fast tempo doubtless is 
responsible for many ad designers 
taking the line of least resistance 
and using lettering (usually photo- 
graphic lettering) in place of type- 
set display headlines Lettering, 
they say, is far more flexible, easily 
custom tailored to the exact needs 
of the moment; it involves less lost 
motion or attendant headaches due 
to lack of availability in the desired 
size to fit the space 

In lettering, for example, one can 
get such odd point sizes as 23 point, 
28 point, 39 point of the size type o1 
style desired without taking up art 
department time to make stat en- 
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GREATEST 

NAME 
IN 








RICK lls 4 
= . yj 
PHOTOGRAPHY ; “Hy)°%6%, 
AND ; “uy Ving : 
PROCESS =» gg UE 
LerreRING «5 "Sap 
ii 
S a“ > th it lifts type or art 
oS out of the commonplace, 
into the realm of the unusual— 
even to extremes! 
You dream up the effect — 


we'll produce it mathematically 
and photographically perfect 


Let your imagination run riot— 
then call us! 


Send for Free Specimen Book AR 


PLEXO-LETTERING CO. INC. 


Pam) 24 1143 


€ 







z- 


The Scissors and Paste Pot art service thot dares 
to be different. Ideas, alone, in each issue are 
wor any times the small monthly cost Big 
c € yo now like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 





of packing and mailing 


will bring you a 


es sell for $2 


The sample, yours 


t se, can make you hundreds of extra dollars 
but a single idea. Besides the sample, 
receive an unusually attractive intro- 

ductory offer No obligation. No salesman 

Attach one dollar to letterhead and mail today 

to Multi-Ad Services, Inc., 126 Walnut Street, 


Peoria, Illinois. 


ready-to-use- 
art for offset! 


Clearance Sale! 


PCPS PRR ER ES Se THEE SE REEE SETS E SSB ESEEEES 


GRAB BAG OF $4995 


CLIP BOOK ART dovitic 3 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 
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largements or reductions. 

There may be some notion, too, 
about giving the advertiser his 
money’s worth with art lettering 
that is sold to him as being better 
than ordinary type. This is by no 
means intended to be an argument 
for preference of lettering versus 
type. However, it is one of several 
influences brought to bear, all of 
which account for the greater use of 
lettering in ad display headlines to- 
day. 

That the choice of such lettering 
can be improved is not a subject for 
consideration at this time. There can 
be little doubt that its ever-prev- 
alent use does point up more grow- 
ing favor toward this form of “cold 
type” use in the present and future. 


> There are far too many publica- 
tions in the United States to be cov- 
ered by anyone so as to present a 
complete statistical picture. In the 
limited groups surveyed here there 
have been purposely omitted all 
business publications, newspapers, 
newspaper supplements and smaller 
periodicals since they are not con- 
sidered pertinent to this study. In- 
cluded are only publications of the 
following classes: 


e Mass Consumer: .. Life, Satur- 
day Evening Post, Look 


e Class Consumer: .. New York- 
er, Holiday 


© Women’s Group: .. Ladies’ 
Home Journal, Mademoiselle, 
Vogue 


e Business Group: .. Fortune. 


Business Week, U.S. News & World 
Report 


The magazines surveyed were all 
of the latter months of 1957 and 
early 1958. The figures for body 
faces and display faces are taken 
from the same issues of the respec- 
tive magazines. Hence, they do re- 
flect a true comparative picture as 
of the time of compilation. 

Only ads of a half page or larger 













This attractive Colorcrafters insert is printed 
on Appleton Coated’s Empress Offset Enamel. For 
a complete portfolio of specimens demonstrating 
the fine printing qualities of Empress Offset 
Enamel, write The Appleton Coated Paper 


Company, Appleton, Wisconsin. 


were taken into consideration. In 
addition to the comparative data on 
ad body faces and display faces, 
specific information also is given 
about the typographic style of each 
magazine. One reason for doing this 
is so that one can see how much in- 
fluence the magazine style may have 
on the relative popularity percent- 
ages of the ad type faces. It will be 
noted also that certain references 
are made in instances where such 
influence seems to occur. 


MASS CONSUMER 
MAGAZINES: 


Life 


Masthead: Lettering, Futura 
Sond. style. 

Cover Titles: Alternate Gothi 

Feature Titles: Bodoni Extrabold (Bauer 





Alternate Gothic, Tudor Gothic (Pr 
type) 
Body Text: Bodoni Book, Times Romar 


Body Faces in Ads 

Century Schoolbook ».0 
Bodoni’® 23.0 
Sentury Expanded 18.7 
News Gothic 0 
Caslon 

Times Roman, Caledonia 

Baskerville, Bookman, ea 


Display Faces in Ads 


Lettering 44.0 
Sentury 13.0 
Venus or Grotesque 8.2 
Franklin Gothic 6.5 
Modern No. 20 6.5 
Fortune 5.0 


*Some influence on high percentage of Bodoni body 
type 


Saturday 
Evening Post 





Masthead: Lettering, Bodoni 


style 
Cover Titles: Venus Extrabold, Alterr 
x0thic 


Feature Titles: Baskerville, Venus Extra 


ld, Lettering 





THIS 
Is 
NO FISH STORY 


It’s a full color reproduction 

blown up from a 35mm transparency 
...a sample of the type of printing 
that arrests attention 

and makes people want to buy. 

It’s done every day 

at Colorcrafters 

with unique automatic equipment 
under superb quality control 

at surprisingly low prices. 


8%" x 11" SHEETS WITH ONE LARGE FULL COLOR PICTURE 


1000 3000 5000 10,000 
$155 $199 $245 $336 


@ Prices include professional studio photography of almost 
any portable product. Deduct $10 if you are able to supply 
a suitable transparency. 


@ There is no extra charge for printing in black ink on either 
or both sides of the sheet. New typesetting or artwork, if 
required, will be billed at cost. 


@ Add $9 per thousand for super high gloss post card stock. 
@ Reprint allowance— $85. 


@ This single-picture format is ideal for catalog sheets, new prod- 
uct announcements, magazine inserts, direct mail folders, Christmas 
cards, etc. The standard prices apply as long as the picture 
size and position stay within the overall picture area shown on 
this sample sheet. Any layout or design can be printed in the 
copy areas. The finished sheets can be turned upside down or 
sideways, and can be cut, folded or punched in hundreds of 


different ways. Let your imagination be your guide. 


@ If 3 smaller pictures to a sheet better fit your requirements, 


write for a sample of this alternate format. For quotations on 


custom jobs, send full specifications. 


4750 CHESTNUT STREET - PHILADELPHIA 39, PA 


Lat the magic of Colareraftes lehagraphy being yar peaducts to life... than watch your sales jump to le tre / 








Saturday Evening Post (cont.) 


Subtitles: Monotype B« 
Body Text: Baskervill 


inte. - te 


aay fees in Ads ~ - Raa Va | y Li Te) : it! 


30odoni 


- 
eS 


7aramond 


Romar 
f man 


Sorg's TENSALEX is easily one of the most amazing papers ever 
developed ! Latex-impregnated in both its base paper and its 
coating, TENSALEX possesses a remarkable degree of flexibility 
coupled with exceptional tear strength. These qualities plus 
features such as high internal bond, dimensional stability, and 
superior printability—-have made TENSALEX a popular choice for 


ss jobs ranging from sewn tags and labels, to full-color illustrated 
Century Schoolbook was nearly a 2 to 1 favorite i book covers. Ask your Sorg distributor for 


Larger percentage of Times Roman for body faces * TENSALEX sample sheets for your own 
may be due to magazine style influence 


T 


testing. 


And remember, for business forms papers 
Look from manifold to tag—you can specify 


; all your needs from one source... SORG! lertaboy 
Masthead: Ultra Bodon ‘ 


Cover Titles: News 
Feature Titles: 
Subtitles: News 


Body Text: F 


Body 


n y 


Faces in Ads 
sch¢ | . 


x 


a) a ou 
‘ eee eee 


SS 5s Sm 2) 
Display Faces in Ra | 17 MIDDLETOWN 


SORG Stock Lines 


WHITE SOREX « CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH # EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e« MIDDLETOWN POST CARD e¢ 410 TRANSLUCENT ¢ No. 1 JUTE DOCUMENT 


SORG'S BLOTTING « BRILLIANT VELLUM © REGISTER BOND © TENSALEX © GRANITEX © PARCHTEX 
> In attempting an analysis of the 


Offices in NEW YORK e¢ PHILADELPHIA e CHICAGO ¢ BOSTON e ST. LOUIS « LOS ANGELES 
three leading mass magazines a few 
interesting comparisons are im- 
mediately seen. First, that Century 
(especially Schoolbook) and Bodoni 
dominate the ad body faces in all 


three. Second, that lettering has a ti TU ee 
tremendous popularity in display Wer LU 


* 

headlines, and Century (including 11 f ype 
Schoolbook) rates well in excess of RAPID 
10% in all three. Venus or Gro- FILM-LETTERING IN SECONDS! 
tesque has over twice the popularity 
. SEP Bas I | a Ne REDUCED OR ENLARGED TO FIT YOUR 
In S.E.P. than in Life, but rates OT err Ce ee 
much lower in Look. Possibly the ae as nb 

: onr ‘egative or Positive—No Minimum 
magazine style of S.E.P. may have 


fl k this o 3 i iI npt mail deliveries anywhere in U.S.A. 
influenced this a bit, as we as the ENTE a4: aT eae 
large percentage of the Times Ro- 


man body face used in ads in S.E.P. am Aee Cala ee HABE RULE 
It is interesting too to note the large RES) 3 A ee 


. BOX AR-245 + WILTON + CONN 
percentage of Garamond as an ad 
body face in only S.E.P., since it 


or order direct | 
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failed to win a place 
or Look. 

One might keep in mind also the 
fact that a certain number of ads 
are run concurrently in all three of 
these magazines. This too may have 
some influence on certain percent- 
age figures. 


in either Life 


SPECIAL CLASS 
MAGAZINES: 


New Yorker 


Masthead: Lettering 
Feature Titles: 


Body Text: 
ee Faces in Ads 


Some influence of magazine style shown by 6% use 
yf Casion for body face in ads 


MANY varieties and styles of 
fine type faces are yours at 
SERVICE where no job gets 
cursory treatment, but full and 
expert attention. For your next 
type requirement in ads or 
collateral literature be sure of 
the very best, specify SERVICE 


Holiday 
Masthead: T 


ering 


Feature Titles: Bauer 


Rodoni Titling 
pboaonl iting 


Subtitles: Bodoni Italic 
Body text: Times Roman 
Body Faces in Ads 


iNve€ 


Definite influence of magazine text style on ad body 
faces 


> From a brief analysis of the spe- 
cial class magazines, we find Bodoni 
leading the ad body faces, while 
lettering tops the display headline 
faces with Venus or Grotesque sec- 
ond. The popularity of Century for 
body face rates well in this group. 
Some magazine style influence is 
apparent both in the New Yorker as 
well as in Holiday, as shown by ad 


‘Where typesetting is still an art” 


SERVICE typographers, inc. 


723 S. Wells St. + 
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Chicago 7, lll. °- 


HArrison 7-8560 


body face percentages of Caslon and 
Times Roman respectively. 


WOMEN’S GROUP 
MAGAZINES: 


Ladies’ 
Journal 


Home 


Masthead: Lettering 
Cover Titles: V 
Feature Titles: I 
Body Text: ; 

ee anes in 1 Ads 


Display Faces in Ads 


4} 
7 


Shows influence of magazine body face style 


Mademoiselle 


Masthead: 


Feature Titles: 


Subtitles: 
Body Text: 
nec wases in Ads 


Display Faces in Ads 


Vogue 


Masthead: | 
Cover Titles: 2 
Feature Titles: 


Body Text: 
ee Faces in Ads 


Display Faces in Ads 












Vogue (cont.) 
Bulmer 10.4 eta ie tae 66 > ; 
Franklin Gothic 4.3 ax MOUSE said to the elephant, ‘‘It’s funny, us 


Baskerville 4.3 : a z s : , - r 
roan Sess: Diciiais being friends when most elephants are afraid of 
Caslon, Bodoni, each 23 a ae ee , r > > afray yy 
en a mice. My mommy told me to be afraid of you 


Also some possible influence on Bulmer use ‘ it 
and so did all my friends but when we got more 
> In looking over these magazines , : 5 
there can be no doubt that Bodoni acquainted I found we had a great deal In 
rules the roost of ad body faces i 
here. Also it is quite evident that common, answered the elephant. 
lettering leads the display faces with ; 
Venus or Grotesque rating second DF KELLER CO Printers with mmagination 
place. Magazine style influence is ‘ 
reflected in the relatively high ad 
body face percentages of Times 
Roman in the Journal, Bodoni Book 
in Mademoiselle, and Bodoni (in- 
cluding Bodoni Book) in Vogue. 
The popularity of Bulmer’s use 
in Vogue seems to reflect the mast- 
head style influence. Another inter- 
esting development is shown in the 
redesign of Mademoiselle to using a 
Venus Grotesque masthead and fea- 
ture title style in 1958. 




















3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 
We have clients in America’s foremost 


industries and would like more 





BUSINESS MAGAZINE 
GROUP: 


Fortune 











Masthead: Venus Extral 
Feature Titles: F 

Subtitles: ry Sch 
Body Text: Century Expanded 
Body Faces in Ads 


en 


z 


Definite influence of magazine style on body faces 
Century Schoolbook more than a 2 to 1 favorite over 
Expanded 


Aaa. 


U.S. News and 
World Report 















Masthead: 

style PLASTIC + METAL*+ NEON 
Cov Titles: Franklir yoth 

‘ae baa ILLUMINATED SIGNS 
Feature Titles: Spart 


Subtitles: Spartan Demibold 
Chart Titles: Franklir 0th 
Bold 
Body Text: Caledonia 
Body Faces in Ads 
. c.} | 3 


K 






2901 Tonnelle Ave., No. Bergen, N. J. ‘ 
LOngacre 5-2345 @ Union 7-5052 











Estimates, designs, consultation 





no obligation 
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*This is an actual job 
involving 30,000 
mailings sent first 
class. Three each of 
10,000 quantity. 


Note: Typography 
figures 7% of this 
job. 


Why not buy 


“READER INSURANCE” 
when buying printing? 


Add it up!... You’ll find, as is usually the case, that 
typography is the smallest cost in the entire job. And, it’s 
the typography that actually is your sales talk. 


Protect your complete investment. Set it for selling. Mark 
that next job ““WARWICK”’. 


You'll see the difference... in results. 


Warwick Typographers, Inc. 


920 Washington « St. Louis 1, Mo. * Phone CEntral 1-9210 


Serving 43 States with “Across the Street Service” by Air 


SEE YOUR DEALER FOR SAMPLES, OR WRITE: ) QUALITY 
CRESCENT CARDBOARD COMPANY , CARDBOA 
CHICAGO CARDBOARD COMPANY 1260 N. HOMAN AVE. CHICAGO 51, ILL. 
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U. S. News (cont.) 
Display Faces in Ads 
Lettering* 
Venus or Grotesque 
Alternate Gothic 
Garamond Bold 
ylarendon 
Franklin Gothic 
ind Futura, each 5. 


*Sans Serif style lettering predominated 
7 to 


BUSINESS WEEK 


Masthead: Venus Bold 

Cover Titles: Venus Medium 
Feature Titles: Tempo Bold 
Subtitles: Spartan Medium, Futura 


Body Text: Electra 
Body Faces in Ads 
Century Schoolbool 


Display Faces in Ads 


nus I zrotesque 


> There can be no doubt that Cen- 
tury (especially Schoolbook) heads 
the list of ad body faces in this 
business group. Bodoni, Times Ro- 
man and Garamond likewise are 
quite popular as body faces. It 
seems possible that Fortune is the 
pacemaker of this group, exerting 
some influence of the ad_ style 
thinking for the group. We see that 
lettering has lost some favor here, 
except with the U.S. News where it 
heads the display face list, though 
influenced by the publication style 
in the predominance of sans serif 
lettering. Venus or Grotesque lead 
the display faces in Business Week 
and Fortune with Futura the next 
favorite. 44 


Wall Chart Keeps Proof 
Marks Close At Hand 


A handy wall chart of standard 
proofreaders’ marks, printed’ on 
durable plastic on an 8x10” sheet, 
is being distributed by Lasky Co., 
Newark offset and letterpress print- 
ers. 

The chart presents the 38 most 
common proofreaders’ marks, with 
three columns showing what each 
marks looks like, what it means and 
giving an example of its use. The 
chart is available without charge. 

. « « for more details circle 823, page 103 





Inserts are lending new excite- 
ment to the newspaper field, as 
new techniques and new mate- 
rials bring heightened drama 
and impact to daily paper ad- 
vertising. 


By Ted Sanchagrin 
AR Eastern Editor 


Historically, most newspapers are 
printed web-fed on newsprint in 
letterpress, with supplements in 
gravure. If the advertiser wants 
color, both r.o.p. and gravure are 
available. 

Now a new dimension has been 
added to color advertising in news- 
papers—inserts automatically fed 
into high-speed presses 
standard roll. 

During this past spring a handful 
of newspapers have blossomed out 
with unique inserts for this color- 
conscious world. 


from a 


>’ One advertiser has already run 
two seven-color gravure inserts on 
newsprint-backed foil in Milwaukee 
and Chicago newspapers. Two ad- 
vertisers in France have appeared 
in four-color gravure 
calendered newsprint. 

And a New York 
agency has_ pioneered 
web offset on coated stock, with 
test agency and client inserts in 
Detroit, New York and Los Angeles 
newspapers. 


inserts on 


advertising 


> When an advertising agency uses 
its own money for a major experi- 
ment in printing production—that’s 
news. Traditionally, such expense is 


four-color 


New Dimensions 
in Newspaper 
Inserts 


left to print media 
ent. 

What does this mean? 

It opens up the field of daily 
newspaper advertising to the use of 
full and faithful color reproduction 
on a scale not possible with r.o.p., 
the color process used on newsprint. 

To the lithographic industry it 
carves the way for web-fed litho- 
graphic production. In the past web 
offset has had marked success in 
book and magazine production. This 
is the first major instance of its 
successful application in the large 
daily newspaper field. 


or the poor cli- 


>» Here is the chronological sequence 
in the newspaper insert race. 

The early entry in the field was 
Reynolds Metals (agency Buchanan 
& Co., New York), followed by 
Vespa motor scooters (Agence Fran- 
caise de Propagande in Paris), then 
Young & Rubicam of New York. 

Buchanan made the first large 
splash with a seven-color gravure 
insert on aluminum foil for Reyn- 
olds. The first ad appeared in the 
March 18 Milwaukee Sentinel. It 
staged a repeat performance in the 
June 15 Chicago Tribune, and for a 
claimed first in the business paper 
field, an ad similar to the Milwaukee 
one was run in the June 12 issue of 
American Metal Market, a tabloid 
daily. 

Both were foil laminated to news- 
print. Pre-printing was done in 
Reynolds’ gravure plant in St 
Louis. Both inserts featured prod 
ucts overwrapped in Reynolds foil 

The Milwaukee had 
Johnston's saltines in a two-colo: 
ad, red and black. Backup ad was 
prepared by Johnston's agency, Al 


reverse 


Herr Advertising Agency, Milwau- 
kee. 

The Chicago reverse promoted 
Kraft Parkay margarine in black- 
and-white. The agency was Need- 
ham, Louis & Brorby, Chicago. 

Both backups were printed by the 
newspapers in their regular runs. 

Use of aluminum inserts dates 
back at least as far as 1954. It was 
then that Reynolds ran a two-page 
spread in Better Homes & Gardens 
(see AR, May 1955). 


> Buchanan’ production manager 
Anthony Calanese told AR he fore- 
sees the Reynolds insert as a boost 
for gravure in regular newspaper 
runs. 

The problem of creepage, he said, 
was solved with the use of the step- 
and-repeat process. In layman’s 
language this can be compared to 
the continuous pattern printing of 
wallpaper or linoleum. No matter 
where the ad is cut, a more or less 
complete ad appears. The Buchanan, 
Paris and Y&R inserts all employ 
the wallpaper technique 


> Foil inserts are nothing new for 
Buchanan and Reynolds. The Reyn- 
olds inserts in trade publications 
are well known. They have been 
printed in sheetfed gravure, letter- 
press, offset. 

Printing bugs crop up in all in- 
serts, Mr. Calanese said. “We solve 
one, another crops up, we solve that 
There are no great problems.” 

» Agency Francaise de Propayande 
broke a four-color gravure insert 
on calendered newsprint for Vespa 
in three Paris and seven provincial 
March 20 


newspapers on Pape 
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FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 

SIGNS 


signs of 
success 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 

The Tel-A-Story 


Automatic Projector 
will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS — = os x 
square transparen- 
cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 
Write Dept. Z 
for illustrated brochure 
and prices 


DRAWS CONVENTION 
CROWDS... 

PEPS UP POINT 

OF SALE... 


ae 0 aL ee 
523 Main Street, Davenport, lowa 


P’. » SALES AIDS that will give you 
aA * MORE for your advertising dollar! 


Colorful and useful printed goodwill advertising items 


&l> 
rind 4 of real value that your customers will appreciate and 


4 $ J keep Designed for all types of businesses, complete 


with imprint File folder of samples and prices free. 


sales ideas unlimited 


1327 North Orange Drive, Hollywood 28, California 


¢ 
Any size, shape, color, or adhesive... for 
any product, service, purpose, or surface. 
Free Design Service. Satisfaction fully 
guaranteed. Send for ‘New Ideas’ Kit. 


10-A East 49th, N.Y.C. 17 Seely 
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Creative Printed Specialties 
fe 


—* 
Vive le printemps...! 


aa 


French Version . . . For Vespa motor 
scooters, a four-color gravure ad on 40- 
lb. calendered newsprint was used, with 
full-color photography. 


stock is 40-lb. highly calendered 
newsprint. 

A Lily of the Valley scent was 
part of the pre-print run—it was 
the first day of Spring. The agency 
emulated the insert with one in the 
week of June 15 for BiC pens—an 
inexpensive ballpoint which my 
French relatives buy like mad. 

Like the Buchanan-Reynolds in- 
serts, the reverses of the French 
jobs were left blank in pre-printing. 
Rewound webs were printed with 
black-and-white backups in the 
regular newspaper press runs. 

The _ continental development, 
called Chromapresse, is the brain- 
chi'd of Parisian photogravure 
printer Victor Michel and his shop 
engineers. 


> There have been a number of uses 
of wax paper inserts in newspapers, 
primarily to introduce new bread 
wrapper designs. One such use, by 
Genest Bros. Inc., Manchester, N.H., 
was reported in AR for June 1957. 


> Young & Rubicam has the experi- 
ence of three inserts under its belt. 
All but one had good color fidelity 
—the process is billed as “New Hi- 
Fidelity Color Process for Daily 
Newspapers.” 

The Y&R-handled inserts were 
four-color web offset on coated 
stock. The stock is from Interna- 
tional Paper’s Hudson Mills, en- 
graving by Eastern Colortype Corp., 
Clifton, N.J., pre-printing by Safran 
Printing Co., Detroit. 

An experimental test was con- 
ducted this spring for the agency 


Agency's Own Ad . Using reproduc- 
tions of its clients’ ads, this web offset 
insert was experimental in nature, used 
a full-color backup. 


by newspapers in Detroit and New 
York. Marked “Test Run,” an insert 
appeared at the end of regular press 
runs April 30-May 3 in the Detroit 
News, Detroit Times, New York 
Herald Tribune and New York 
Journal American. 

This full dress rehearsal gave 
Johnson & Johnson a free advertis- 
ing ride for two cosmetic cottons. 
The reverse was a page of Y&R 
magazine color ad proofs for clients. 

Then the agency broke its con- 
troversial all-house insert June 13 
in the Herald Tribune. Color fidelity 
was poor on the front, good on the 
backup. 


> Highly publicized by Y&R as 
“new” and by the newspaper as 
“first,” it drew protests from Bu- 
chanan and Paris that it was neither. 

General Foods and Moore-Mc- 
Cormick became charter paying cli- 
ents for the agency process with an 
insert June 24-26 in the Detroit 
News, Los Angeles Examiner and 
New York World Telegram & Sun. 

Y&R printing buyer Lewis Green- 
wood, who ironed out the produc- 
tion developments with agency art, 
copy and layout departments, East- 
ern and Safran, foresees acceptable 
color. 

He attributes the poor reproduc- 
tion in the Herald Tribune ad to the 
lack of good housekeeping at the 
newspaper and the use of a 7X en- 
largement. The illustration was a 
2234” bleed from a 2%” transpar- 
ency, width to scale. The illustra- 
tion was a closeup of a flower field. 





First Paid Clients Backed up by a 
Moore-McCormick ad, this Jell-O Chif- 
fon Pie ad became the first paying users 
of the Young & Rubicam process 


> With this process advertisers will 
be able to get good color at a sensi- 
ble price, AR was told by Mr. 
Greenwood. 

“ROP is a wonderful medium, but 
it doesn’t fill the bill completely for 
better reproduction,” he said. “Our 
process will supplement it.” 


The advertiser can buy one page 
of good color. There is no need to 
take adjoining space to say what the 
insert already says. The insert car- 
ries the entire message. 


It is hoped, the agency adds, that 


Extend Versatility Of 
Dual-Lith Offset Press 


An improvement in the Davidson 
Dual-Lith 245 now makes it pos- 
sible for this small offset press to 
imprint brochures, booklets, cartons 
and other odd shapes. The machine 
can also be used to number and per- 
forate. It is particularly suitable for 
imprinting dealer identification on 
labels, lot numbers on _ packaging 
and for direct mail and promotional 
material. 

The press’s added range is made 
possible through the addition of a 
continuous load friction feeder. The 
feeder has its own diagonal feed 
conveyor board which has a spring 
jogger for accurate register of each 
piece. The machine turns out up to 
6,000 impressions an hour at normal 
operating speed. 

Numbering can be done either 
horizontally or vertically. Perforat- 


Printed on Foil 
on foil, with a newsprint backup, ran in 
the Chicago Tribune. Kraft used the re- 
verse to give the product story 


. Seven-color gravure 


eventually the cost will come down 
to about twice the cost of a black- 
and-white page. Costs of a two- 
sided insert now run about $16-20 a 
thousand pages, costs split by two 
clients. 

Additionally, it is likewise felt by 
the agency that the process will 
eventually become a medium reg- 
ularly available from newspapers, 
that advertisers will buy half pages, 
that insert weight can be reduced 

“And right now we're working on 
the insert idea for tabloids,’ Mr. 
Greenwood adds. i 


ing can be done either in conjunc- 
tion with horizontal numbering o1 
with imprinting. The machine han- 
dles sheets from 3x5” to 10x14” in 
a wide range of stock thicknesses. 

A four-page folder is available 


. . » for more details circle 824, page 103 


Brochure Briefs Layman 
On Ink Manufacture 


knowing 
more about how printing inks are 
made can find out through a 16- 
page brochure distributed by Gen- 
eral Printing Ink Co., Long Island, 
N.Y. Designed as an introduction 
to the field of ink making, the bro- 
chure 


Anyone _ interested in 


gives brief descriptions of 
the various steps in the ink making 
process. 

Other sections 
control in ink manufacture, ink 


formulating and research. 


discuss quality 


. +. for more details circle 825, page 103 


Remember, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Ve LVA‘GLO 


COLOR CARD. .. for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. » 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers « cardboards « silk screen colors * bulletin colors 
coated fabrics * water colors * qwik-spray colors 


The Only 4-POSITION 
EASEL BINDER 


30’, 60° and 80’ Degrees, and 
flat 
BOO COe®”D 


SELLEBRITY 


PAT. PEND. 


The Easel That is Practically Automatic 


imitation leath 

binding in standard 11” x 9” sheet size 

. LI ring standard loose leaf % 
cap. No. 119 M—22-ring Multo loose leaf 
34” cap. Available from stock @ $5 ea 


Quantity pri 


SELLEBRITY* binders can be made in 


various ring 


es on reque st 


capacities; also supplied with 


acetate folders. Prices and samples on re 
quest. Write Dept AR 
*SELLEBRITY is protected by U.S. Patent 


DHUHOHD @©O 


Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 
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The first part of this informative series on paper and its 


qualities tells how spending more money on paper may 
actually save money in the long run, and what paper 
qualities may produce such savings. 


By Charles V. Morris 
Assistant to the President 
Reinhold-Gould Inc 
New York 


Did paper salesman Jack Davis 
deserve the paper order we're going 
to describe? We leave it to you. But 
consider these two important points: 
1. The paper for a single issue of 
a small directory cost $451. 

2. After Jack got the paper order, 
the cost per issue of this 94-page 
book was $1,471. 

These are the facts about the cost 
of paper, but Jack and the publish- 
er are still the best of friends. And 
no other paper salesman has any 
hope of breaking up this relation- 
ship 


> But Jack might never have been 
permitted to perform this feat of 
salesmanship—which he would pre- 
fer to call “helpmanship’—had not 


“4: 


Auguat 1958 


the directory jumped from 78 pages 
to 94. 

The new 94-page format posed a 
bulking problem. Newsprint had 
been used since the inception of the 
book. It was practical because of its 
economy and because it litho- 
graphed satisfactorily. The 78-page 
booklet, tucked in an _ envelope, 
could be sent through Pitney-Bowes 
machines for sealing and stamping. 

On the other hand, when it went 
to 94 pages, it became too bulky to 
slip through the postal machine. 
This posed the threat of hand-seal- 
ing and hand-stamping a run of 
54,000 copies. 

What could Jack, a paper sales- 
man, suggest as a solution to this 
problem? 


> Providing the right paper for the 
job was not difficult, Jack admitted, 
but he couldn’t expect the publish- 
er to pay for the increased cost of 


A Guide to Economy 
in Paper Buying 


the right paper, if this increased 
paper cost didn’t have practical 
benefits on its side. To be sure, the 
improved quality of paper would 
give better appearance and better 
printing, but would the publisher 
be willing to pay for esthetic ap- 
peal? This was the key question, 
and knowing his publisher, Jack 
was inclined to doubt it. 

To establish a comparative paper 
estimate, Jack figured out the cost 
of supplying a 17x22 12-pound 
opaque bond paper, which he felt 
was perfect for the job. But no mat- 
ter how sharp a pencil he used, the 
result was still $1,471—3% times 
the cost of newsprint! 

But there were other factors, and 
one of them—bulk, pages to the 
inch—ran through Jack’s mind. He 
discovered that in this factor lay 
part of the answer to the pub- 
lisher’s problem. 


> Jack made up two 94-page dum- 
mies, one with newsprint, the other 
with the 12-pound opaque bond. 
The former has a caliper thickness 
of .089; the latter, .059. The bond 
dummy breezed through the mail- 
ing machine; the newsprint dummy 
couldn't. 


Sales Point #1 .. The publisher 





New Du Pont vinyl “PX”* cloth 
for fine printing and exceptional durability 


SCRUBBED AGAIN ANDAGAIN, as shown 
above, printing on new viny! “PX” cloth re- 
tains its clarity and crisp detail. Tests prove 
new vinyl “PX” cloth 10 times more scrub- 
resistant than pyroxylin of the same grade. 
Books stay good-looking longer. even after 
the roughest handling and long use. 


Here’s an example of the richly colored, long- 
wearing bindings you can now produce with 
Du Pont’s new vinyl “PX” cloth. “PX” cloth 
is impregnated with vinyl for superior print- 
ing and wearing qualities. It offers a more 
uniform printing surface that gives a better 
lay of ink and excellent adhesion, truer color 
reproduction and sharper detail. 


Tests prove vinyl “PX” cloth 10 times more 


scrub-resistant than pyroxylin materials of 


the same grade. Bindings stand up to rough 
handling—resist breakdown at hinges and 
corners. That’s why Simon & Schuster chose 
new vinyl “PX” cloth for their “Golden Na- 
ture Guides” series, shown above (Lithogra- 


phy and binding by Western Printing and 

Lithographing Company, Poughkeepsie). 
For free sample swatches and further in- 

formation, write to: E. [. du Pont de Ne- 

mours & Co. (Inc.), Department SS, Wil- 

mington 98, Delaware. 

*“PX" and “‘Fabrikoid” are Du Pont’s registered trademarks 


for its impregnated materials. Patent for vinyl ‘PX’ 
I 


cloth has 
been applied for. 


REG. U.S. PaT. OFF 


Better Things for Better Living... through Chemistry 


PX° CLOTH and FABRIKOID* 





FREE 
OFFER! 


_approach 
works 
every 
time ! 
WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card’’ Brochure: Contains perforated 
fluorescent swatches... technical data. 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer Specify BOLD 
‘For all your bright ideas."’ 


Lawter Chemicals, Inc. 
3550 Touhy Ave. * Chicago45, Ill 


Newark, N.J.* San Leandro, Cal 


F.S. COME HOME 


The boss says you can have your old 
job back if you'll promise to send a 
mailing of ‘Secret Message’ postcards 


printed with invisible ink, regularly! 


Free Samples, Know-How, Show-How: 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


M. E. MOSS & CO. 


Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


WALTZ serves the profession 
with fine WALLET PRINTS (3!/c 
ea.) and 8x10 QUANTITY PRINTS 
(as low as 8!/,c ea.) Write: 


WALTZ 438 Sixth St. N.W. 


Canton, Ohio 
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Cost Comparison 
32= Newsprint vs. 12= Bond 


A 
+-page alrect 


could mail the directory on opaque 
bond without paying an additional 
$2,650 for hand-stamping and hand- 
sealing, 


compared with machine 


handling. 


Then Jack weighed the two dum- 
mies on an accurate postal scale 
Another advantage loomed large as 


life 


Sales Point +2 .. The book on 
12-pound opaque bond could be 
mailed for two cents. The one on 
newsprint would cost three cents 
(This was before the rates were 
raised). With an edition of 54,000. 
this added up to a saving on post- 
age of $540 


> With two ingenious strokes, Jack 
had developed savings possiblities 
of more than $3,000. Even then he 
wasn't satisfied with these two ad- 
vantages that could be easily dem- 
onstrated. To make an unassailable 
case for his recommendation, he 
searched for other reasons. 

“How about printing costs?” he 
wondered. What was the press time 
of lithographing newsprint versus 
lightweight bond paper? Jack wasn't 
sure which of the two would per- 
form more economically, but he 
hoped cost would favor bond. 

And that’s exactly the way it 
turned out. The lithographer esti- 
mated that the actual running time 
and handling costs of newsprint 
were double those when bond was 
used. So that gave Jack Sales Point 
No. +3 


> Actually, he never needed to go 
any further than Point +1. The 
publisher was sold on the basis of 
the savings in handling costs alone. 
The other advantages represented 
“premiums and the beginning of 
a beautiful friendship. 

Some time has elapsed since Jack 
made this unforgettable sale. Edi- 
tions of the directory are bette: 
looking now than they were on 
newsprint. There's an air of distinc- 
tion about the publication that ap- 
peals both to the publisher and its 


CA 


issued In a 04,UUU rur 


Newsprint Bond 
$ 451 $1,471 
2,160 . 
2,160 7 


' 1,350 
1,620 1,080 


*Step not required 


users. Now, each new edition of the 
directory 100,000 people, 
which is almost double the numbe1 
of subscribers it had before the new 
paper stock was. used. 


reaches 


’ The ingenuity Jack Davis dis- 
played is not uncommon. His ex- 
ploitation of paper characteristics 
and his general knowledge of pa- 
per users problems are duplicated 
day in and day out by paper sellers, 
paper processors and paper users 

A knowledge of paper char- 
acteristics is the stock-in-trade of 
seasoned printers and lithographers 
They expect papers they buy to 
offer essential contributions to the 
cause of pressworthiness, as well as 
user satisfaction upon delivery. 


> There are 13 prime considerations 
when buying paper for a job. 


1. Uniform surface finish and appear- 
ance 
* 


. Ink receptivity 


. Surface strength 
@ 


4. Uniform thickness and proper bulk- 
weight ratio 


5. Uniform formation 

6. High opacity-to-weight ratio 
7. Dimensional stability 

8. Proper moisture content 

9. Square trimming 


10. Strength as dictated by end-use 





11. Erasability 
12. Creasability (not foldability) 


13. Uniform color 
@ sheet-to-sheet 
® run-to-run 


@ tonv-to-wire 


> The relative importance of these 
useful characteristics varies with the 
methods of printing: letterpress, 
lithography or gravure. And end- 
use, as well, determines the degree 
of importance of each of these char- 
acteristics. Seasoned buyers seek 
papers that provide the greatest 
possible balance of all properties 
proved by experience to be vital to 
satisfy the requirements of proces- 
sors and users. 

No two grades of papers con- 
sidered satisfactory for identical 
processing purposes, and_ priced 
identically, are equal in appearance, 
in characteristics that can be seen 
or felt, or in physical make-up. Yet 
papers in certain classifications do 
offer definite points of difference, 
distinct, describable superiorities 
over competing grades. 

To be successful in this phase of 
production, paper users and their 
printers need to gain an intimate 
knowledge of all papers, not just 
a few in the recognized general 
classifications like coated book, un- 
coated book, offset, vellum, opaque, 
cover, bristol and text. 


> It isn’t unusual for one or two 
papers within these classifications to 
offer all-round balanced values that 
competing grades cannot provide. 
The search for these plus-benefits 
is well worth the effort. 

These superiorities are found 
among easily distinguished qualities 
like brightness, whiteness, cleanli- 
ness, smoothness or tight formation. 
The search for selling points among 
physical attributes is rewarding in 
a greater degree, when qualities of 
high bulk-weight ration, high opac- 
ity-to-weight ration, surface 
strength, dimensional stability and 
fiber strength are measured favor- 
ably. 

These conspicuous qualities are 
waiting to be turned to account. 
Paper users and their printers who 
take pains to identify bonus quali- 
ties of papers with the precise needs 
of specific printed jobs are sure to 
be rewarded with processing econ- 
omies and/or indisputable weight 
and dollars and cents savings in 
paper. 44 


(In next month’s article, Mr. Mor- 
ris tells some of the specific qualities 
of papers, and how to evaluate them 
against specific jobs.) 


| world’s 
greatest 
premium... 


HWlynod 


@ Outserts « . | 
© Seal Books Greatness is a relative thing, and 
@ Poster Stamps elusive. But that sheet of paper, in 


@ Booklets the hands of a master craftsman, 
e Folders truly is the beginning of premium 
@ Trading Stamps ereatness. 
e@ Coupons 
o Stem Lacking is a single ingredient— 
e Ad Specialties 


the imagination to build creative 
@ Stickers 


o tebels salesmanship into the ink patterns 
@ Shelf-Talkers that complete the sheet of paper. 
@ Programs Such imagination — yours, and 


@ Fund-Raising Seals Eureka’s will sell for you. 
@ Foil Specialties 


Promotional Service Division 


EUREKA SPECIALTY PRINTING CO. 
Dept. 2O - Scranton, Pa. 


Buyers Are Looking 
For What You Sell 


Every month, enthusiastic readers—professionals 
in the field of advertising promotion, production 
and merchandising—deluge Advertising Require- 
ments with over 5,000 inquiries about products 
or services mentioned in AR’s editorial columns. 


If you have an advertising product or service, 
show it and sell it in the pages of AR. 
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inders are 


An old 


binding material has 
been improved, and brings new 
versatility, new colors, and new 
design possibilities to looseleaf 


catalog binders. 


An old 


manufacturers for the past quarte 


favorite among catalog 
of a century continues as popula 
as ever these days because of con- 
tinuing improvements by its manu- 
facturer. Newer materials 
taken the limelight from time to 
time during that period, but the 
old reliable coated base material 
Lexide—continues to fill the bill 
when the need for an inexpensive 
leather substitute arises, thanks to 
constant expansion in its product 
line. 
Lexide 


have 


actually the trade name 
for an entire family of non-woven 
rubber-bonded fabrics—is manu- 
factured by Latex Fiber Industries 
Inc., Beaver Falls, N.Y., a sub- 
sidiary of United States Rubber Co. 
This coating base material is dis- 
tributed to several pyroxylin coat- 
ers who, after coating it, market 
the material under their own trade- 
names 


> Although made on paper-making 


machinery, Lexide is unique be- 
other char- 


acteristics resemble those of leather 


cause its feel and 


more closely than any paper or fab- 
ric substitute. Once made in a 
limited number of dull colors, co- 
operation between the base material 
manufacturer and its coaters has 
changed the look of the material. 
Modern Lexide is offered in any 
color of the spectrum 
popular pastel shades. 
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Surface finishes and fine grains 
have been developed for the in- 
creased trend toward  silk-screen 
decorations. Gold embossing, proc- 
ess printing and forms of 


decoration also can be used by de- 


other 


signers without worry. 

Prints and overtones similar to 
those of the finest leather, applied 
after the coating, enrich its leather- 
like appearance and feel. 
> Foremost decorative 
characteristics is its ability to be 
superembossed. Its manufacturers 
feel that no other book material 
available today can surpass their 
product in this respect and their 
observation is seconded by many 
catalog manufacturers. 


among its 


The material has some limitations 

it cannot be heat-sealed, for one 

but its advantages outweigh these 
in the eyes of many manufacturers. 
Continuing research and develop- 
ment these 
example, 
research effort is concen- 
trated on perfecting Lexide for off- 
set printing. 


solution of 
limitations. For 


promises 
present 
current 


popularity probably 
stems from the economies it offers 
over turned-edge cover construc- 
tion. One manufacturer of memo- 
randum type books states, “Flush- 
cut covers are just as functional as 
turned-edge and, properly deco- 
rated, are just as attractive. Wear- 
ing qualities are better. 
economies 
that a cut-flush cover provides. In 
my operations, the cost of material 
and labor for cut-flush construction 
is less than half of the turned- 
edge.” 


> Lexide’s 


possibly 
But foremost are the 


As with everything else, initia- 


tive plays an _ important part. 


better than ever 


Beaverite Products Inc., a major 
industrial catalog cover manufac- 
turer, has devised a _ construction 
called Lexide-over-board. A con- 
tinuous piece of Lexide is wrapped 
around three pieces of stiff board 

the spine and two covers. Lexide 
serves as the hinge as well as the 
inner and _ outer 
The appearance, 


material. 
wearability and 
cost of the product are such, that 
Beaverite landed the supply con- 
tract from one of the leading elec- 
trical manufacturers for internal 
office three ring binders’ which 
formerly were turned-edge binders. 

Book and catalog 
stressed many 


cover 


have 
reasons why their 
choice over the past 25 years has 
been this material: 


houses 


©@ Economy both buyer and 
supplier benefit from fabrication 
economies of cut-flush construction 
as against turned-edge cover con- 
struction. 


e Appearance ... has a warm 
hand or feel and most nearly ap- 
proaches the appearance of real 
leather among the less expensive 
substitutes. 


© Compatibility it is chemically 
compatible with all other book ma- 
terials. 


© Reliability is an established 
material for which cements and 
inks have been perfected and with 
which catalog 
miliar. 


workers are fa- 


® Color-matching . . . because short 


runs can be made_ economically, 


This article is based on material fur- 
nished to AR by R. R. Menti, general 
manager, Latex Fiber Industries Inc., 
Beaver Falls, N. Y. 





Two Axes 
are stuck... 


Only one label is sticking. 
It’s Fasson 


With exclusive S-201 permanent 
adhesive — the pressure-sensitive 
adhesive for hard-to-label surfaces like 
Styrene 
Cellophane 
Polyethylene 
“Cryovac’’ 
Pliofilm ; 
Rough metal 
Highly polished metal 


Prove it yourself with samples, 


Fasson Products 


ELT Seth Wheeler, Sales Mgr., Graphic Arts Div. 


Dept. A8 « 250 Chester St. * Painesville, Ohio 


an Avery company 


ELmwood 2-4444 
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EIGHTEEN STYLES 


Send for free samples and catalog 


ELECTRO 
MOTION 


TURNTABLES 


OS80°¥ VM ‘A'N “3AV Hidld ZZ V'1d30 OD 431131 JDVID 


DEPENDABLE 
MOTION FOR 


for ‘speci 


gilable ! 
Many var" 


\owet 


*% Compare price 
% Look for Underwriters tabel 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO 


{Ur LAE 


- MOTION 


‘in| aa. 
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CORP. 


olb. \oad. 
is’ invited. 


coaters can duplicate any color de- 
sired by the buyers. 


@ Flexibility . . . available in dull 
or bright finishes and a wide range 
of colors, it be decorated 
according to 


can ina 


variety of forms the 


buyer's tastes. 


® Strength ... stronger than many 
competitive materials, and, hence, 
more durable; important for pro- 
longed hinge life. 


@ Soil Resistance . . . while many 
materials may be washed to remove 
soil, Lexide coated with pyroxylin 
resists soil and obviates washing. 


In addition to its use in books and 
catalogs, Lexide has been used by 
other manufacturers for luggage, 
and automobile panels 
among other products. 44 


briefcases 


Introduces New Proof 
Drier In Two Models 


A proof dryer, using direct ra- 
diant heat, for typographers, en- 
gravers and printers has been in- 
troduced by Challenge Machinery 
Co., Grand Haven, Mich. The unit 
dries proofs in three to four 
minutes without scorching, shrink- 
ing or fading. 

The drier contains an adjustable 
heat control which maintains a con- 
stant temperature at any of ten 
heat points and also provides on 
and off control of the heating ele- 
ment. 

The machine comes in two sizes 

a 17x22’ model and a 20x26” 
model. Shelved cabinets to be used 
as stands for the two models can 
be purchased separately. A four- 
page folder describing further de- 
tails and giving specifications will be 
sent upon request. 
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Folder Describes Trade 
Newsletter For Editors 


A folder describing the services 
of Publications Institute, Washing- 
ton, has been made available by the 
organization, which specializes in 
rendering editorial and production 
services. 

The folder describes the _ in- 
stitute’s newsletter service, avail- 
able to subscribers at $15 a year. 
The newsletter, issued every two 
weeks, contains information on 
cost-cutting and _ time-saving in 
editing, writing, production and 
printing. It reports new trends in 
the publication field and suggests 
ways of raising publication stand- 
ards. 


The Publications Institute also 
maintains a consultant service pro- 
viding personal help from qualified 
specialists on writing and produc- 
tion problems. 
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How to Get Added Mileage 
From Copyfiex Machine 


A booklet describing the diazo- 
type reproduction process and its 
application to the Copyflex copying 
machine is being distributed by 
Charles Bruning Co., Mount Pros- 
pect, Il. 

The 12-page, illustrated booklet 
describes, in three easy steps, ex- 
actly what the diazo process is, and 
then proceeds to give detailed in- 
formation on how to adapt the 
Copyflex diazo type copier to var- 
ious procedures in order to get 
maximum value from the machine. 

Included are detailed instructions 
for deleting information from var- 
ious types of master copies and 
adding new information. Descrip- 
tions of four Copyflex models are 
also included. 
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New Plastic Binding 
Comes in Giant Sizes 


Plastic bindings in extremely 
large diameters have been made 
possible through a new exclusive 
lock mechanism for plastic loose 
leaf binders, according to General 
Binding Corp., Northbrook, Ill. The 
company’s plastic binders incor- 
porate a mechanical lock which is 
said to be simply operated. 

The binding, sold under the trade 
name “Sure-Lox,” is available in 
diameters as large as 2”. The broad 
backbone of the binding can be im- 
printed by the company’s silk 
screen printing method. General 
Binding offers a sample of the new 
product which comes colorfully 
screen printed with ruler-type inch 
calibrations. 
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Color Plate Service 
Described in Brochure 


Process Color Plate Co., Chicago, 
has issued a 12-page, four-color 
brochure describing its facilities for 
providing printing plates for offset, 
letterpress and flexography. Text 
and multi-colored drawings point 
up the company’s diversified serv- 
ices which include four-color proc- 
ess engravings for publications, as 
well as plates for packaging, labels 
and other commercial printing. 
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What's New In 
Audio-Visual Equipment... r.. 


The second part of AR’s round-up includes tape recorders, 
record players, easels, and other audio-visual devices. 


In this issue, we continue our list 
of new audio-visual equipment in- 
troduced in the last 12 months. 

The length of the list is indicative 
of the increasing attention being 
paid, both by manufacturers and 
users, to the problems of audiovis- 
ual communications. 


> In the tape recorder field, which 
occupies a large part of this month’s 
article, two trends are noticeable. 
The first is the increasing attention 
paid to stereophonic recording. Al- 
most all recorders now being re- 
leased are capable of stereo playing, 
although most of them need auxil- 
iary amplifier-speaker units, which 
must be purchased separately. A 
few can also record stereophonical- 
ly. 

The stereo disc has not yet be- 
come widely available, but that is 
now entering the market. 

While there is no question of the 
increased esthetic pleasure, and the 
greater sensation of realism, that 
stereo, whether on tape or disc, 
brings to music and sound effects, 


so far there is little evidence that it 
will be of great value for advertis- 
ing purposes. 


> The other development will be of 
greater utility. Transistors and 
printed circuits have permitted the 
reduction in size of recorders, rec- 
ord and tape players and other elec- 
tronic apparatus. The lowered pow- 
er requirements permit these units 
to operate without electrical con- 
nection, but rather using their own 
batteries. 


Tape Recorders 


Recorders, Models #AV-102, +AV-103 
& #AV-104 These units ar 


1dentical except in tne type I 


Speaker-Amplifier Model +AV-201 


} 


American Electronics 
655 W. Washington Blivd., Los Angeles 


5 


Hi-Tone 


American Geloso Electronics Corp. 
312 7th Av., New York 


Recorder-Stereophonic 
A-122 


} 


Reproducer/ Model 


Audio & Visual Aids ® 81 





Stereophonic 
# 601-2 


Recorder-Reproducer Model 


tr 


Ampex Audio Inc. 
1020 Kifer Rd., Sunnyvale, Cal. 


Stereo-Magnemite FELIC . 


Amplifier Corp. of America 
398 Broadway, New York 


771 Stereotone 


Bell & Howeil 
7100 McCormick Rd., Chicago 45 


Tapak Duplex Musicale 


Tapax Triplex Musicale 


nhon, Dy TAIL 


Broadcast Equipment Specialties Corp. 
P. O. Box +149, Beacon, N. Y. 


Communicator Model +100-101 


emc Recordings Corp. 
806 E 7th St., St. Paul 6 


GBC Phonetic PT/12 


nit 


GBC America Corp. 
243 Broadway, New York 7 


Phono Trix Recorder 
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Michigan Electronics 
854 N. Rockwell St., Chicago 22 


Midgetape 


1ryback 


Mohawk Business Machines Corp. 
944 Halsey St., Brooklyn 33 


Speaker-Amplifier System +PS-10 


im} er drives two Ni-ll 


Speaker-Amplifier System 


r y r 


# CS-20 


Ins I 


€ Se 


The Pentron Corp. 
Chicago 24 


Scholastic 


1 re 


Radio Corp. of America 
Camden 2, N. J. 


Tandberg +3-Stereo 


TAC 
- g yas 
> ©409.90 


Reeves Equipment Corp. 
10 E. 52nd St., New York 22 


#T-1120 Stereo 


r ne 


Revere Camera Co. 
320 E. 21st St., Chicago 16 


Roberts Electronics 
1028 N. LaBrea, Los Angeles 38 


Battery Operated Recorder Model M8... 


itomatic volume controlled recorder/re- 
ducer in a rugged aluminum case de- 


r world-wide professional re- 


All features of an ac operated 
13 pound total weight. 


mpatible with the in 


Magnetic Film Recorder Model S7 


D l6mm, 17.5mm or 35mm 
jle track optical playback 
as desired. Has film capacity 
$2,350. 
Stancil-Hoffman Corp. 
921 N. Highland Av., Hollywood 38, Cal. 


Tape Players, Repetitive 


Audio Vendor Model ULP-110 ... This 
-+hment fits on almost any tape player 
more than 500’ of tape. 


ina a Moebius 


Playing 
arrangement, 
rice: $39.50. 


dD 
b 


sly on Ir. 
Cousino Inc. 
2106 Ashland Av., Toledo 


Repeater .. . A compact 
tape player can repr« 
1e half-track, and use 
ights, ftilmstriy 
jevices. Many 


lable meet s} 


Luciphone Inc. 
5130 Edwin, Detroit 12 


Record Players 


Classroom Record Player Model #300 
le sturdy r school use, this 6 


layer 


Same 


Model #300V . 


Same as above, | 


Model # 400V 


variable speed m permits 20% varia 


99.50 


f each basic 


speed. 


Model #500 


19 


20-watt amplifier with 
av dual cone speaker. 
built-in strobe 
lus 20% varia 


Audiotronics Corp. 
11057 Weddington St., N. Hollywood, 


Cal. 


Turntable Model 7412-1 


fidelity record player 


perates at 33 
rpm only, although it may be electronical 
ly nverted to all four speeds. A hyster 


r assures constant speed, while a 





for minimum for tay scorders, etc. Price: $24.95. chrome and scratch-proof enamel. Price: 
se and rumble. Rutherford Duplicator Co. $21.95 to $52.95. 
Fairchild Recording Equipment Corp. P. O. Box 13087, Houston 19 


Knox Mfg. Co. 
10-40 45th Av., Long Island City, N. Y. 


9715 Soreng Av., Schiller Park, Ill. 
Safe-Lock Project-O-Stand, Model +#203A 


AT 34} 


Transcription Players os 


area 11x19". the fou Pictur-Vision Projection Cabinet 


be adijus jividual- cabinets, which look like a 
l 


. These 
television set, 
4 hich have built-in screen and a shelf on which 
compensate a projector of slides, filmstrips or motion 
into top for pictures may be set. Through mirrors an 
image bright enough for a normally lit 
room is shown through rear projection. 
4b . NAR The model number indicates the diagonal 
Model #203-56A .. . Same as# 203A, 
t h : ' " ce Dy measure of the screen. Model #16: $60; 
1as a height range 31” to 56”. Price: 
: 3221: $75; 32227: $90. 


» 


a Picture Recording Co. 
870 W. 25th St., Hialeah, Fla. Oconomowoc, Wis. 


man 
Mobile-tronics S Rear projection Screen Panels, Model 
1703 Westover Rd., Morrisville, Pa. creens #LSGOPL . . . These are 


ut to the desired size, to be built 


ullt int 


available custom 


Portable Phonograph watt ampli Draper V-Screen . . . lisplays, exhibits or presentation rooms. 


1eaned wit The 1/16" material can be furnished 


1} 
48x72", while the rigid 14" sheet 
: at A comes up to 100x120". rices: 1/16" 
Pyramid Enterprises ver existing map hooks or on special $9.60 wir foot: Ws 3 90 
3815 Trimble Rd., Nashville, Tenn. 


per 
©1zes range trom 

( TOR 79 
\ ~Z0./U. 


Battery Phonograph ith aa all Luther O. Draper Shade Co. 
pe ih eee, ee . 4 Spiceland, Ind. 


i 


Lenscreen 625 


— 
incn 


Holiday 

Viewlex Inc. has an automatic leg lock, a square suf Polacoat Inc. 

35-01 Queens Blyd., Long Island City 1, rting rod, and is finished in polished 9750 Conklin Rd., Cincinnati 42 
mY: 


Projection Stands 


Standard Mobile Table, Model +88 


roa wicca: 4. 10 TRAVEL 


Tape Recorder & Projector Stand, Model EE Our service men—especially those 
ee \ eee ee ee in the four color process division— 
are very much “‘on the go’. 


There’s no substitute for consulta- 
tion on difficult jobs; and we feel 
that our valued customers in 
twenty-six cities have it coming to 
them. And, to sell photoengravings 
across the country, the work must 

a : be right, be on time, be sensibly 
Model # 100-1 - Same a ' | priced. Ours is! 


Model + 100-B 


Phone ANdover 3-7400 
; TWO PLANTS AT ONE 
| 
one ate paigipenag LOCATION UNDER 
15 Forsyth Blvd., Clayton 5, Mo. ONE MANAGEMENT 
Rudco Projection Table, Model PRO-542 


CHICAGO ENGRAVERS and 
LEAR ea Cea 


210 SOUTH DESPLAINES STREET 


_— ee CHICAGO 6, ILLINOIS 
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Seamless Screens 


Radiant Mfg. Corp. 
8220 N. Austin Av., Morton Grove 2, Ill. 


Easels, Lecterns, etc. 


Optivox Easel 


Advance Furnace Co. 
2310 E. Douglas, Wichita, Kan. 


Presentation Easel #405 


Arlington Aluminum Co. 
19001 W. Davison, Detroit 23 


Flannelboard #FD-9 . 


Flannelboard #FD-9F 
Jacronda Mfg. Co. 
5449 Hunter St., Philadelphia 


All-Aluminum 


Portable Table _ Lectern, 
Model +#L-303 f ricl 


qaiu 


De Luxe Adjustable Lectern, Model #L- 


High-Low All-Purpose Portable Easel, 


Model #A-322 


Giant Roll-Around Easel, Model 


Oravisual Co. Inc. 
Box 11150, St. Petersburg 33, Fla. 


Keyworder 
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Sales Tools Inc. 
1700 W. Washington Blvd., Chicago 12 


Miscellaneous 


Filmovara Lens 


ait} 
Bell & Howell 
7100 McCormick Rd., Chicago 45 


Slide-O-Film 


Charles A. Beseler Co. 
219 S 18th St., E. Orange, N. J. 


Clear-Vision Splicer, Model II 


Camera Equipment Co. 
315 W 43d St., New York 36 


Square Film Container... A metal 


Jack C. Coffey Co. 
710 17th St., N. Chicago, Ill. 


Film Reel . . 


Compco Corp. 
2251 W. St. Paul Av., Chicago 47 


Presstape Movie Splicer . 


tape, this 


Eastman Kodak Co. 
Rochester, N. Y. 


Projection Pointer 


rrent. Price: $99 
Ednalite Optical Co. 
200 N. Water St., Peekskill, N.Y. 


Plastic Filmstrip Cans 


$2 for three 


at p24 Ior 


FilmKare Products Co. 
446 W 43d St., New York 36 


10zen. 


Splice Blocks . 


1ré I 


Florman & Babb 
68 W. 45th St., New York 34 


Super K Barlite . 
In be stored anda 


iwsembDly 


Knox Mfg. Co. 
9715 Soreng Av., Schiller Park, Ill. 


Bright Concentrate 


Merix Chemical Co. 
1021 E. 55th St., Chicago 15 


Zephyr Duofile, Model #R-1 . 


wes 


Zephyr Duofile, Model 


> tFR x 
A +! ex 


#G-1 . 


sched 


Zephyr Fitted Case, Model MS-12 


7ines 


Model LN-12 


rays 


Mills Affiliates 
109 W. 8th St., Kansas City 5, Mo. 


Neucue Hand Punch 


ther 
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When color talks, people listen. ‘*People who know process color When you want color—the best of color 


Not with their ears, but with their hearts. ‘**And make it work.” Think of Johnson. 


As clothes talk about the man 


For facts and figures, write 
that wears them, g : 


For at Johnson Printing, color work 


Printed color talks about the Is more than skilled hands 


company behind it. and good equipment. # 


; It’s an art that takes four colors 
And what does the color on this page 


And opens a window in the printed page. 
Say about the company behind it? 
This color says: *“This is Johnson Printing. When some of America’s best-known firms 


**Specialists in color; sharp, clear color; Think of color, they think of Johnson. 


2219 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. JOHNSON PRINTING, INC. 
4707 W. Touhy Ave., Chicago 46, KEystone 9-2305 — <— ; . i ; 
Minneapolis 9, Minn., TA 4-5294 Better Printing Through Quality Control 








oduced without cement or 


dielectric high frequency 
film together. Price: $485. 
Neumade Products Corp. 
250 W. 57th St., New York 19 


Print Copier, Model #240 ... Using a 
id camera, this device permits you 
auplicate print r proj 


+ 


a 


Magnetic Tape Folder 
Aids Proper Selection 


Which tape type are you? If this 
is the question bothering you in se- 
lecting the right magnetic tape for a 
recording job, there’s help in a new 
folder from Minnesota Mining and 
Manufacturing Co. 

The _ 16-panel, accordion-type 
folder illustrates the outstanding 
features of each of the eight “Scotch” 
brand magnetic tapes available for 
audible range recording. 

Additional data includes the play- 
ing time, special features, backing 
thickness and applications of each 
of the tapes illustrated. 

Information on a line of accessor‘: 
items plus a playing-time chart and 
tips on dry lubrication are included 
in the “Which Tape Type Are You’ 
folder. 


. . « for more details circle 816, page 103 


Movielab Memo Details 
Color Methods Data 


Descriptions of ten different color 
process for the production of 35mm 
and 16mm release prints are avail- 
able in a special Movielab Memo. 

Charted in diagram form, the ten 
color processes are also described as 
to application benefits and draw- 
backs in order to give the reader a 
clear guide to the proper process 
selection for the result required. 

Diagrams are included on _ both 
duplicating from color negative and 
duplicating on color positive in the 
memo from Movielab Color Corp. 

Copies are available. 
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Step-by-Step Description 
Clears Animation Haze 


If you’re considering animation as 
a medium, but are bewildered by its 
complexities, you'll find help in a 
brochure released by Ansel Film 
Studios Inc. 

The brochure’s description of the 
animation process and technicalities 
involved is well-defined and easy to 


camera models. Price: 


Polaroid Corp. 
Cambridge 39, Mass. 


Gibson Girl Hobbyist, H-4, Tape Splicer 
. A tape cutter with a specially-curved 


blade makes it simple to produce a pr 


pI 
fessional type splice, with an indented 


edge. Price: $1.75 


Post Designs Inc. 
249-18 41st Av., Little Neck 63, N.Y. 


follow. Both full-animation of the 
most complicated type and the more 
simple, less costly types are defined. 
Production steps described include 
the sound-synchronization, anima- 
tion timing, key drawings, back- 
ground, artwork etc., final check, 
and readying for photography. 
Sprinkled liberally with diagrams 
and designs, the distinctive Ansel 
brochure also discusses the part 
animation can play as an effective 
communication medium. 
. . « for more details circle 818, page 103 


Harwald Gives Details 
On Film Equipment 


A variety of film equipment 
needs is gathered together in one 
catalog from Harwald Inc., Evans- 
ton, Ill. 

Manufacturers of engineered 
products for film users, the Har- 
wald people illustrate and describe 
a line of equipment that ranges 
from automatic film inspection ma- 
chines to storage cabinets for rec- 
ords and magnetic tape as well as 
film reels. 

Each item in the catalog is illus- 
trated and accompanied by full data 
on prices, applications and _ struc- 
ture specifications. 
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‘How to’ Booklet Aids 
In Title Selection 


A helpful guide to the selection 
of type and layout for screen titles 
has been released by the Knight 
Studio, Chicago. 

Entitled “How to 
Titles More Effective,” 


stresses the 


Make Your 
the booklet 
importance of easy- 
reading, attractive titles and backs 
this up with a variety of good and 
bad examples. 

A variety of type styles are illus- 
trated in the booklet showing how 
a type can project the personality 
of your product. An additional boon 
for the reader is found in the back 
of the guide in eight rules to follow 
for better-looking titles. 
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You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations 
—Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 250,000 in Use 


Traffic, Inventory, 


Complete price $4,950 including cards 


FREE 


24-PAGE BOOKLET NO. R-400 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 


a ea 


Sh chee eer ee 


For details write 


TRANSOGRAPH Division of 
CHART-PAK, Inc. 


540 River Road * Leeds, Mass. 


* Du Pont’s name for their polyester 
resin film — extremely tough, and 
resistant to moisture, chemicals and 
temperature variations has ex- 
ceptional dimensional stability 
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By Kenneth R. MacDonald 


How can a manufacturing com- 
pany best introduce, efficiently, 
quickly and economically, a new 
product of the complex electronics 
age to a national but somewhat 
limited market of skilled technicians 
and engineers? 

Direct mail—used on a “crash 
campaign” basis—was the method 
chosen by the Instrumentation Di- 
vision of Ampex Corp., Redwood 
City, Cal., pioneers in the develop- 
ment of magnetic 
tation. 

To carry 
paign” F. W. Fisher, 
vertising manager, 


Smith Co., a San 


tape instrumen- 
“crash 
division ad- 
selected the 
Francisco direct 


out the cam- 


and Now... 


Technical products aren't easy to dramatize, 
but Ampex, in two separate campaigns, found a way 
that made both recording tape and computers exciting. 


which has attracted na- 
tional attention in recent years for 
its fresh and imaginative approach 
to a far too often “sterile” phase of 
advertising. 


mail firm 


>» The Smith Co. is operated by Wil- 
liam Whitney and John F. W. Tyler 
as a separate entity, although it is 
owned by the same _ corporation, 
headed by Dick Smith, which runs 
the Lettershop, a production and 
service facility located in the same 
building. 

The two companies work in close 
cooperation for a variety of clients, 
including advertising agencies 
which Mr. Whitney and Mr. Tyler 
contend, “are not normally geared 
for effective direct mail activity.” 


FAY Wrapped U p in @nelelig Package-- 


The 


- 
4 


Doub!e Impact individual 


at a tim2, and for final touch, all 


88 ¢ Direct Advertising 


boxes were sent out one 


five 


you have... 
the 


the Y Ses 


the 


the 
‘s... the 


“The Smith Co.,” Mr. Whitney 
explains, “is the only firm on the 
West Coast using direct mail on a 
status equal to other media, such as 
radio, tv, etc. Our aim is to raise 
the standards of direct mail to pro- 
fessional advertising levels and to 
constantly meet the acute need for 
the creation of original ideas.” 
>It was this need for “original 
ideas” plus having been impressed 
by a campaign created for the 
Lettershop that prompted Mr. Fish- 
er to call in the Smith Co. soon 
after Ampex decided to make and 
sell magnetic tape and digital com- 
puter equipment for use of the tape. 

“Our problem,” he explains, “was 
a double-barreled one. We had to 


thn B ‘s..the Ampex PR-300 
‘y..the Ampex Computer fap 


Impex Magnesium Precision Tape Ree/ 
Ari pre x FPR-400 


the » 4 ‘s...the Ampex Read © Write Amplifiers 


Nou 


Be ste it at the 


NGTON 


were sent in one 


ve Ampex ts giving you... 


Taste 


ru fort Computer Conference 


DECEMBER 


package, to serve as a reminder mailing. A note suggested 
that the colorful boxes be used on the Christmas tree 





tell Ampex customers that the com- 
pany was entering the tape business 
and because of an important Cleve- 
land convention of the Instrument 
Society of America we had to com- 
plete the job in a record time.” 
With the Cleveland convention 
scheduled for September, the Smith 
Co. was called in by Mr. Fisher in 
August and was asked to originate 
and put together a direct advertis- 
ing campaign that would “sell the 
idea of selling Ampex tape.” 


> After a series of consultations 
with Mr. Fisher, his staff, and divi- 
sion technicians, Mr. Whitney and 
Mr. Tyler decided that the “crash 
campaign” required a theme that 
would be dignified, yet attention- 
getting. for the 1,200 potential users 
of the new Ampex tape. 

“These potential users,’ Mr. Whit- 
ney points out, “were mostly engi- 
neers or technicians with an engi- 
neering background. We knew that 
most of them probably were rather 
skeptical of most advertising and 
our first mailing piece, therefore, 
had to be one that would catch 
their eves but not create antago- 
nisms. 

“To take full advantage of the 
Cleveland convention, at which Am- 
pex was scheduled to have a display 
prominently located in the hall, we 
timed our mailings, which were all 
first-class, five days apart. 

“The slogan we used, of course, 
came naturally and was simply: 
‘Something NEW from Ampex’.” 


1. The first mailing, which cost 
6c to send out first class, was a 
sturdy box, wrapped as a gift pack- 
age with an Ampex label on it and 
containing an ingeniously prepared 
lapel rosette made of the new Am- 
pex magnetic tape 

Inside the box was a tag carrying 
the slogan: “Something New From 
Ampex and a strip card with the 


cryptic words “destined for FIRST 
PLACE” and a hint about the Sep- 
tember convention where the new 
tape was to have its formal intro- 
duction. 


2. The second piece in the cam- 
paign was a self-mailer sent to the 
same 1,200 names furnished to the 
Smith Co. by Ampex. 

“This self-mailer,’ Mr. Whitney 
explains, “was developed simply to 
build and maintain a consecutive 
train of thought in the mind of the 
recipient.” 


3. The third mailing was the one 
which proved the “imaginative” ap- 
proach of the Smith Co. executives. 

This was also a neatly wrapped 
gift package, again sent via first 
class mail as were all of the mailing 
pieces. The gift package contained a 
corsage made of the Ampex tape, 
with real Maidenhair fern, a card 
carrying the theme message and a 
fold-over card reading “destined to 


receive MANY A BOUQUET.” 


4. This was followed by another 
self-mailer, outlining uses of the 
new tape and carrying the locations 
of Ampex district offices. 


5S. The fifth and final mailing piece 
in this phase of the “crash cam- 
paign” was another gift-wrapped 
package, this time containing a 
man’s bow tie made of the new tape 
silk-screened with the Ampex name. 

“This same bow tie, with an ac- 
tual tie clip attached to it, was worn 
by the Ampex representatives at the 
Cleveland convention,” Mr. Whitney 
explains, “and proved to be a big 
hit with them. It was hot in Cleve- 
land and our campaign made it pos- 


sible for them to wear white shirts 


and the bow ties of Ampex tape.” 

A fashion show was also pre- 
sented at the convention and each 
model wore the unique Ampex 
corsage of Ampex brown tape, which 


' 


AM PEX 


Tape Rosette . . . The first mailing had 
a rosette, with just a hint of the unveil- 
ing of a new product at the ISA show 


Tape Corsage 


made an 


For the ladies, tape 
attractive decoration, em 
bellished with fern and backed with a 


circle of gold paper 


Tape Bow Tie . . . After being sent out 
t the prospect list the tie, equipped 
with clips, was worn by Ampex sales 


men manning the exhibit booth 
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went well as an accessory on all the 
costumes included. 

Back in San Francisco, as the 
convention got underway, the Smith 
Co. received the following telegram 
from Mr. Fisher: 


WESTERN UNION (= } 
TELEGRAM , 4.0 C=) 


aot? sPBoet 


#119 lew. 
ASAOOD (CTAIZT CT CLEOI1) PD=FAX CLEVELAND OHIO 12 B4OANE 
J TYLERS BILL BHITHEY= 
67 BEALE T SFRAN (RTE FI} 

% THINK THEY" RECEIVED BRICK BATS INSTEAD OF TAPE® 
THATS THE TERRIFIC IMPACT REPORTED CUSTOMERS #HC 

1T Ot JOTHe WEPVE TICKLED, TITILLATED, AND WADE A 

1G AWPEX IWPRESSTION WITH THE SWITH COMPANY = 


PAIGhs CORDIALLY 
L Fis 


“For the first two hours of the 
convention,’ Mr. Fisher later told 
AR, “we tried to keep track of the 
inquiries which resulted directly 
from the mail campaign the Smith 
Co. developed for us. There were so 
many we finally gave up trying. 

“People would enter the hall and 
deliberately by-pass the other ex- 
hibitors to come directly to the Am- 
pex booth to ask about the new 
tape and to show us they were 
wearing the bow tie or the corsage. 

“The comment from Ampex sales- 
men throughout the country also 
was phenomenal,” he_ continued, 
“One salesman, in Washington, was 
invited to a customer’s home for 
dinner. 

“As the salesman entered the 
front door, the customer had his 
three children lined up in the entry 
way, each wearing one of the pieces 
sent out by the Smith Co. The 
young boy was wearing the bow tie 
and the two daughters each had on 
a tape corsage.” 


>A month after the campaign ended, 
the Smith Co. was asked to make 
up a special tape corsage for a 
woman specifications engineer whe 
had not been on the original mailing 
list but who nevertheless wanted 
her Ampex tape corsage! 

This individual, incidentally, was 
responsible for the placing with 
Ampex of a “very substantial” tape 
order. 

When the Cleveland convention 
ended, the Smith Co. wound up this 
phase of the Ampex campaign with 
a letter which went to those who 
attended the convention and a sec- 
ond letter to those who missed the 
meeting. 

Each was accompanied by tech- 
nical literature prepared by Ampex 
and furnished to the Smith Co. 
along with the mailing list. 

The campaign covered the U. S., 
Canada and 15 top electronics ex- 
ecutives overseas and the entire cost 


to Ampex was slightly less than 
$6,000. 


> “There were five mailings, with 
five separate and distinct impres- 
sions made on the recipients,’ Mr. 
Whitney declares, “with the max- 
imum possible readership and, on 
the basis of the 6,000 pieces sent out, 
the per item cost to Ampex was ap- 
proximately $1, for which the com- 
pany was able to tell its story to the 
entire electronics industry in less 
than a month’s time.” 

Mr. Whitney and Mr. Tyler both 
point out that “for such a direct ad- 
vertising effort to be successful and 
achieve the desired results, there 
must be a careful evaluation of the 
recipients. And, of course, such a 
campaign would be of little value 
for a cheap item or product.” 

Mr. Fisher also agrees that “mail- 
ing list evaluation” is of major im- 
portance in such a campaign. 

“This first mailing was well re- 
ceived,’ he declared, “even though 
it was a bit ‘off-beat’ from the en- 
gineering audience that we address. 
Our only loud criticism came from 
one individual who sent all the 
mailings back with a card noting 
that he didn’t want any more of 
this kind of advertising. 

“On the happier side were the 
instances reported to us by our 
salesmen. But the real pay-off came 
from the people at the Cleveland 
convention who told us how they’d 
enjoyed receiving a product an- 
nouncement that was different.” 


> A second mailing series prepared 
by the Smith Co. for the introduc- 
tion of several Ampex items in the 
digital computer field caused some- 
what more mixed reactions. 

This second campaign also was 
unique in the direct mail field for 
its imaginative approach to a prod- 
uct introduction. 

Again, the problem was complex, 
and also involved a time element. 

“Simplified as much as possible,” 
Mr. Whitne: explains, “computer 
machines, widely u-ed in industry 
and business, are fed basic data via 
tape. Ampex produced five separate 
pieces of pre-computer equipment, 
including a machine which speeds 
up the tape entry into the com- 
puter and a special computer tape. 

“The theme we developed for this 
campaign,’ Mr. Whitney continued, 
“was designed to create the idea 
‘Build With Ampex’ and to point up 
the fact that for the first time a 
company (Ampex) could guarantee 
a complete, fully integrated digital 
tape memory system. 

“For our mailing pieces we de- 
vised a Jack-In-The-Box effect, 
with the natural resiliency of a 





folded strip of cardboard pushing 
out a ‘from A to X’ message using 
the five letters of the Ampex name 
to tie in with the five separate 
pieces of equipment.” 

Thus there were five box mail- 
ings, each sent first-class mail, 
three days apart. The entire print 
job for all five box mailings was 
run off on a single sheet. 

The sixth mailing, timed so that it 
would arrive Dec. 5, was a long 
Christmas-type box containing each 
of the five smaller boxes and a note 
as follows: 

“The enclosed boxes are empties. 
We thought you might like to take 
them home to the kids. Hang them 
on the tree, use them as Christmas 
wrappings, or just leave the set on 
your desk as a reminder. Whatever 
you do, have a very Merry Christ- 
mas.” 


> With 1,500 names on the Ampex 
mailing list, the cost of this second 
campaign was $7,263, covering six 
major mailings made between Nov. 
15 and Dec. 5. 

“This campaign also went over 
very well,’ Mr. Fisher declares, 
“We've had numerous comments 
from customers to us and to our 
salesmen that the boxes did go 
home for their children. 

“A further and even stronger in- 
dication of acceptance,’ he points 
out, “came from our salesmen who 
told us that customers everywhere 
had the boxes lined up on their 
desks, filing cabinets, or even atop 
their tape recorders. 

“One thing we know for sure; the 
two programs got more top man- 
agement attention than anything 
else we'd ever done.” 


> Mr. Fisher adds one final note in 
recognition of the fact that “bad 
reaction” often is related to drop- 
ping large quantities of out-size and 
bulky mail into industrial and gov- 
ernment mailing facilities. 

“To overcome this,’ he declares, 
“we have set about to try to get as 
many home addresses on our mail- 
ing lists as we possibly can. Thus 
the mailings arrive at the man’s 
home, where he may possibly find 
more time to devote to them than 
would be the case at the office. 

“Also, there is a certain heighten- 
ing of interest which comes from 
the wife’s watching for the next 
package to arrive .... fun for any 
housewife, regardless of what’s in 
the box. 

“Another factor is that many in- 
dustrial facilities will not deliver or 
even return third class mail. Our 
consistent use of first class postage 
has undoubtedly paid off.” a4 


Planning a 
Direct Mail 
Campaign? 
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ndividuals make decisions! 


( mailing made to a company with a title line relies entirely 


on Mail Room personnel for possible distribution. 
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and convincing all of these important individuals at the 


same time, speeds up a sales decision. 
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to reach and sell. 
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By Stanley E. Cohen 
AR Washington Editor 


For many years, an adman who 
tried to use an unusual format in a 
magazine was likely to hit an almost 
insurmountable roadblock: the 
postal laws and regulations. Recent- 
ly, however, there has been such a 
comprehensive thinning out of these 
restrictions that there is no valid 
reason why advertisers should con- 
tinue to settle for the prosaic. 

A maze of restrictions accumu- 
lated 
dedicated clique of career postal ad- 
ministrators enforced 


over several decades as a 

rigid stand- 
ards of acceptability for material 
carried at second class rates. The 
law said merely that periodicals 
should be formed of “printed paper 
sheets.” From this humble $start, 
these administrators wove a web of 
interpretations which prevented use 
of any ad which departed from the 
familiar format of the publication. 

Essentially, their purpose was to 
keep second class “pure.” “If it is a 
sample, or a catalog or a circular, it 
ought to pay third or fourth class 
rates,” they argued. By their stand- 
ards, ads were merely commercial 
messages on an ordinary page of the 
periodical. They thumbed through 
the newspapers and magazines. 
Where a deviation came to their at- 
tention, they confronted the pub- 
lisher with notice that he must pay 
third or fourth class rates on his 
entire mailing. 


> Now this kind of policing is an- 
cient history. 

Soon after taking office, Post- 
master General Arthur Summer- 
field and his associates decided this 
process of reading newspapers and 
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New Freedom for Admen in 


Higher postal charges have received 

most attention, but AR’s Washington Editor 
points out some of the hidden 

benefits included in the new bill. 


magazines to keep advertisers in 
line was a strange sort of occupa- 
tion for postal personnel. When they 
began examining the structure of 
rulings and interpretations they dis- 
covered that many had only the 
most remote foundation in law. 

As a start, in 1954 the Post Office 
Department’s management issued a 
new postal manual which weeded 
out some of the least defensible of 
the restrictions on size and shape of 
pages. New instructions, worked out 
by the Division of Mail Classifica- 
tion under Edwin A. Riley, specified 
that advertisers should be free to 
use fold-outs, fold-ups, and die-cut 
or deckled edges. Split runs were 
legalized. Indicia requirements in 
the publisher's masthead were 
modified so that readers could have 
useful and accurate information 
about the location of business and 
editorial offices, instead of pointless 
and confusing notices of the address 
of the printing plant. 

In its day-to-day examination of 
borderline cases, the staff extended 
the rehabilitation process by decid- 
ing the “close ones” in favor of the 
advertiser. It became possible to 
use paste-ons by respecting a few 
simple limitations. Inserts, and an 
occasional page of novel or unusual 
material, were cleared with increas- 
ing frequency. 


> Legislation which overhauled the 
postal rate structure became a ve- 
hicle this year for other fundamen- 
tal changes, so that today the area 
of controversy over ads in second 
class publications has been nar- 
rowed to a few small, well defined 
“islands.” 

By the elimination of the word 
“paper” from the phrase “formed of 


printed paper’ sheets,’ Congress 
made it possible for postal officials 
to discard restrictions on a 


variety of 


wide 
unusual modern mate- 
rials which advertisers have been 
seeking to use to brighten up their 
ads. Laminates, foils, cellophane are 
all usable without question now, 
and there have been indications that 
postal authorities will take a sym- 
pathetic attitude toward the use of 
other materials which a publisher is 
willing to include in his periodical. 

In the past, heavy materials such 
as cardboard were regarded as in- 
appropriate in magazines and there 
were occasions when a page was 
picked apart, layer by layer, as ad- 
ministrators sought to determine 
whether a publisher was straying 
into forbidden areas. 

Now, however, even magazines 
with hard board covers can qualify 
for entry as second class matter, so 
administrators ask themselves: “If 
a magazine can have a heavy cover, 
what logical reason is there for us 
to take a stand that it cannot have 
equally inflexible material as pages 
between the covers?” 


>» Consistent with the current effort 
to give advertisers more latitude, 
the Post Office Department has also 
indicated its willingness to relax its 
control over the use of phrases 
which indicate that the ad involves 
a sample of the product, or was pro- 
duced by the process offered by the 
advertiser. 

This control had been enforced on 
the theory that magazines should 
not carry “samples.” Now officials 
concede: “If the material is in the 
magazine, there is no real gain for 
the post office if the advertiser is 
prevented from describing it for 





the New Postal Bill 


what it is.” 

So with the adoption of this new 
position, new copy approaches and 
production opportunities will open 
up for many products such as pa- 
pers, inks, printing and engraving 
processes, or even perfumes. 


>» Some of the new changes are par- 
ticularly important to advertisers 
who are interested in the use of 
coupons. As far back as 1954, the 
department indicated its approval 
of detachable coupons in a maga- 
zine, as long as they did not occupy 
more than half a page. As the de- 
partment’s restrictions on page size 
were relaxed, coupon merchandis- 
ers began to appear with ideas 
which, to all intents, simply in- 
volved stapling a coupon and flyer 
into a magazine. 

New rules recently distributed for 
comment by the department seek to 
“stabilize” the treatment of cou- 
pons by “clearing” any coupon ar- 
rangement as a “page” in a maga- 
zine if it meets these two tests: (1) 
the coupon must not cover more 
than half the “page”; and (2) the 
total page, including the coupon, 
must be at least one eighth the size 
of the other pages in the periodical. 


>» Of special interest to the circula- 
tion promotion departments of 
newspapers and magazines was the 
elimination of an ancient law which 
specified that renewal coupons and 
notice forms must not carry any 
sales messages. Reflecting the pa- 
tronizing attitude of a by-gone era, 
this stringent restriction on renewal 
notices had been adopted because 
renewal material was not regarded 
as “advertising” for purposes of 
rate-computation. With the elimina- 
tion of this senseless inhibition, cir- 
culation promotion departments be- 
come free to put the same ingenuity 
into renewal notices that is cus- 
tomary in other circulation litera- 
ture. 

From the publisher’s standpoint, 
this is no small concession. Recent- 
ly, for example, one important na- 
tional magazine was billed for sev- 
eral thousand dollars at third class 
rates because a relatively inexperi- 


enced employe in its promotion de- 
partment inadvertently diverted in- 
to the magazine a circulation pro- 
motion piece and coupon that had 
initially been designed for use as 
direct mail matter. 


> The two most important remain- 
ing areas of controversy involve 
paste-ons and inserts. 

For years, postal authorities had 
a flat ban on paste-ons. Hair-split- 
ting administrators found specific 
authority in law for pictures pasted 
on editorial pages. “Since there is 
no specific authorization for similar 
treatment of advertising pages,” 
they argued, “it is evident Congress 
has no intention of extending this 
right beyond the editorial portion.” 

Equally competent men who suc- 
ceeded them reviewed their logic 
and reached the opposite conclu- 
sion several years later. In recent 
years paste-ons which are accept- 
able on editorial pages have been 
equally legitimate on advertising 
pages. But until the recent omission 
of the word “paper” from the phrase 
“printed paper pages,” the admin- 
istrators continued to draw a line on 
paste-ons which consisted of any- 
thing other than paper. 

Now the opportunity to use paste- 
ons will be broadened. It will in- 
clude other materials which are 
permissible as pages. Whether it 
will extend to heavy plastic or 
bulky novelties remains undeter- 
mined. Postal people are sympa- 
thetic to paste-ons which are in- 
tended to brighten up an ad; but 
they are still uneasy about a piece 
of merchandise which ordinarily 
passes only at third or fourth class 
rates. 


> The second shadow area centers 
on inserts. Postal authorities are 
for them, provided the insert is a 
newspaper or magazine ad, and not 
merely a circular or catalog orig- 
inally designed for other methods of 
distribution. 

New rules advanced by the de- 
partment’s staff seek to eliminate 
any doubt about the right to use in- 
serts. At the same time, they try to 
establish a clear barrier which will 
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prevent advertisers from trying to 
staple big catalogs or direct mail 
brochures into magazines. 

Under these rules, inserts may be 
separately stapled, and prepared for 
detachment. But to keep out cata- 
logs and similar materials, pub- 
lishers are required to number the 
pages of their periodical so that 
there is no chance of inserting a 
booklet prepared with another pur- 
pose in mind. Pages in newspapers 
and magazines would be numbered 
in sequence, allowing for all ad- 
vertising pages, if any page num- 
bers are used at all. Moreover the 
page numbers must be continued in 
sequence in the advertising insert if 
the pages of that insert carry any 
page numbers. 


> In passing on ads that come to 
their attention these days, postal of- 
ficials are motivated by an inclina- 
tion to “get out of the way” to the 
fullest extent possible so that adver- 
tisers will be free to use their in- 
genuity. “Publishers aren’t going to 
convert their magazines into a side- 
show,” one official observed, “and 
the economics of the publishing in- 


dustry will prevent advertisers from 
committing too many outrages.” 

Fundamentally, the department’s 
sole concern is to make sure that 
magazines or newspapers are not 
used as carriers for material that 
ought to be paying higher rates. 
Now, even this consideration is los- 
ing force. For as the new rates ap- 
proved by Congress this year be- 
come effective, the advantages of 
distributing advertising at second 
class rates are much less real than 
they have been in the past. 

Under the new rates, for ex- 
ample, advertising in second class 
magazines going to the eighth zone 
will pay 14c per pound. This is more 
than the post office will get for the 
same ads in a controlled circulation 
business magazine, or for a pound 
of identical matter distributed at 
third class rates. 


> “Under the circumstances,” says 
one mail classification expert, “when 
we refuse to let an ad pass at sec- 
ond class rates, we may actually be 
depriving the department of rev- 
enue.” 44 





Two MASA Fact Booklets 
Cover Direct Mail Field 


To help admen do a better job in 
what is sometimes a_ bewildering 
field, the Mail Advertising Service 
Assn. has issued two new booklets. 


e The first, designed to help the 
reader thoroughly understand the 
medium, defines the “What, Why, 
When, How” of the field in a clear- 
cut comprehensive manner. Addi- 
tional sections include details on 
catalogs, the benefits of consistency, 
proper timing, production tips and 
the value of prompt replies. It is 
printed in three colors and can 
carry imprints on the back cover. 


. . « for more details circle 813, page 103 


e The “Purchasing Guide” booklet 
is a state-by-state listing of com- 
mercial creators and producers of 
direct mail advertising. The type cf 
service each company listed offers 
is keyed to help the reader know, at 
a glance, just which companies can 
produce the type of job he requires. 


. «+ for more details circle 814, page 103 


Clever Booklet Produced 
For Saving Institutions 
Humorous, but stimulating, is a 


clever new direct mail booklet pro- 
duced especially for banks and 


savings institutions by 
Visuals Corp. 

Entitled “Why Can’t I Save?” the 
booklet presents the standard bar- 
riers to a savings habit in liveiy 
cartoon style with concrete advice 
on how to break through to money 
in the bank. 

A personal-reminder chart for 
fixed expense and monthly expenses 
is included in the back of the book- 
let and the entire back cover is 
available for advertising imprint. 


American 


. « « for more details circle 815, page 103 


Chicago Area Press 
Personnel Listed 


A new _ publication, ‘Midwest 
Media 1958,” has just been re- 
leased by Midwest Newsclip Inc., 
20 W. Jackson Blvd., Chicago. It 
covers all daily and weekly news- 
papers in Chicago and its six 
suburban counties—Cook, DuPage, 
Kane, Lake, McHenry and Will. 

Each entry gives addresses, tele- 
phone numbers, circulation and 
deadlines for each paper, with the 
names of key personnel included. 
For the larger papers, this is broken 
down to department editors. 

An additional help to harassed 
p.r. men is the insert map of the 
city of Chicago, which shows the 
neighborhoods covered by each of 
the listed community newspapers. 
Copies are available at $10.50. 44 





By Sam Stunkard 
Watts-Payne Advertising 
Tulsa, Okla. 


Filing artwork and then finding 
it is always a problem in a me- 
dium or small advertising agency. 
It can be expensive, a waste of time, 
and often a very tiresome job. 

However, the problem is not a 
great one and can be easily solved. 
Here is the filing system that I put 
into effect at our agency. The op- 
eration is simple, very little cost is 
involved, and it has proven very 
effective. 


’ The production man heads the 
operation. To create a rigid control 
on all artwork and insure its proper 
handling and _ identification before 
reaching the files, the production 
man was given the job of co-ordi- 
nator for the filing and distribution 
of all artwork. It is his job to see 
that all artwork is properly pack- 
aged and identified after it has been 
returned from the printer or en- 
graver. 


e Packaging and identification of 
artwork: When the artwork is 
ready for the files, the production 
man packages it in heavy brown 
paper with one end left open for 
easy access to the material. Spe- 
cific information is printed at the 
top right-hand corner of the pack- 
aged artwork for distribution to the 
files. This information includes the 
name of the client, the name of the 
AE who has handled the job, ad 
number, job number, and date of 
completion. The packaged art is 
now ready for the files. 


e Filing cabinets: We have found 


that filing cabinets designed to 


Artwork Filing 
Made Easy 


Here is a system, developed by an Oklahoma 


agency, which is simple enough to let the office boy 


do the filing, and account executives the finding! 


handle bulky artwork are very ex- 
pensive. So we found a carpenter 
and designed and built our own. 
Our file case is 12x4x9’ and is 
housed in a room 11x19’. We also 
have our plate files in this room. 
This file case has 24 bins, 12 tiered 
on top of 12. Below these bins is a 
shelf running the entire length of 
the case. Here we store extra bulky 
artwork too large for the bins. 


e Filing the artwork: Each ac- 
count executive is assigned a num- 
ber of bins according to the number 
of clients he serves. The clients are 
listed alphabetically and the art- 
work is filed in these bins accord- 
ing to date of completion. Above 
each bin typed labels are attached 
giving the name of the AE and a 
list of the clients housed there. Now 
the AE knows exactly where his 
artwork can be found. It has been 
packaged, identified, and filed in 
the proper place under the client 
and AE’s name. 

e Inactive files: In order to keep 
an overflow of artwork from stack- 
ing up in the active files we desig- 
nated four of our file bins as inac- 
tive files. Here we place all artwork 
of clients that have become inac- 
tive for a period of one year. In 
order to keep all of our files prop- 
erly active and efficient they are 
checked every six months and any 
artwork that can no longer be used 
is given to the client or 
away. 


thrown 


e A control sheet for agency per- 


sonnel: To facilitate the needs of 


all the agency personnel using the 
files a control sheet was made up 
telling them where the artwork can 
be found. This ‘control sheet in- 
cludes the AE and the number of 


bins he has been assigned, and a 
list of clients in each bin that he 
serves. Anyone from the president 
on down to the office boy can now 
find a piece of artwork in a matter 
of minutes by simply using this 
control sheet. 


© The office boy does the job: Be- 
fore this system was put into effect 
each AE handled his own artwork. 
Consequently variations in artwork 
identification were used. By taking 
this operation out of the hands of 
many and putting it into the hands 
of one, an efficient, standard filing 
system was employed. Now the of- 
fice boy files all artwork after the 
production man has set up its dis- 
tribution to the files. The problem 
of filing and finding artwork is no 
longer a problem. The office boy 
can do it in a matter of minutes. 44 


Simple Labeling Package 
work are filed by client, under 


rectors names, with re‘erence number 
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With multi-million dollar performance to sell — 


Photography provides 


George F. Driscoll Company. 
New York contractors for over 
50 years, use the camera to 
show projects they have com- 
pleted, together with a running 
photographic record of how 


their contract was fulfilled. 


Walk into the office of the George 
F. Driscoll Company. There's no 
question of the kind of work they 
do. On the wall will be a photo- 


mural of some recent project — hous- 





This photo-file provides George F. Driscoll 
Company with convincing proof of work 
well done. 
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the proof 


ing development, shopping center, 
school or church. Talk over thei 
doing a job for you and you'll see 
photos of your kind of project taken 
in all stages of construction. For this 
company makes it a practice to have 
photographs made—both aerial and 
on the ground—at regular intervals 


all the while work is going on. 


The result is a pictorial report 


that can become a major part of 


later sales presentations. In addi- 


tion, it is an accurate record for the 


architects and owners of the project 
which provides a sound basis for 


progress pay ments. 


So here is another way Photog- 
raphy is working every day at sales 
and advertising. For all kinds of 
businesses, both large and small, it 
sells, it promotes, it trains and does 
all the jobs listed at the right. And 
always with the assurance of con- 
vincing realism. Check over the list 
You'll see ways Photography can 


be working for you. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 





Progress photos give an accurate, permanent record 


of the state of every Driscoll job on any date. 


When your story must be convincing 


A photomural shows a recently completed Driscoll project 


Bergen Mall Shopping Center, Paramus, N.J 


Here are some of the ways Photography helps build sales: 


Plans and Presentations —Slide films Trade Shows — Background murals 


Motion pictures—Slide films— Descriptive 
e ° » 
A dvertisements—IIlustrations for magazines booklets and pamphlets— Plant and 


Movies Easel presentations Portfolios 


Newspaper— Direct mail—Sales and product photos 


service literature—Calendars—Car cards 


Billboards 


Sales Training and Service —Salesmen’s 
portfolios and bulletins—Sulls—Shides 


Market Research—Product application Movies—Installation and service manuals 


photos Customers’ buying habits Displays Customers: instruction books 


Merchandising ideas — Photocopying Packaging —Product pictures— Labels Would you like this free booklet on 


“How to” explanations— Photo lettering Kodak = w Color Print Material 
Merchandising — Displays — Background Photo composition rype cP? ie on _s A 
photos—Jumbo cut-outs —Installation or Company, Rochester 4, N.Y 
application photos— Demonstrations 


charts and reports 


Public Relations —Stockholder notices 


Employee papers—Institutional movies 
Television Production —Set backgrounds— House organs 


News releases —Slide films 
Spot commer¢ ials Animation 


Administration—Office layout plans 
Progress reports — Office copying 
Microfilming of records for storing 
Miniature prints of ads for schedule boards 


Printed Production — Illustrations 
‘Transparencies — Photoengraving — 
Photocopying. 


Photography does the job. 
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Rolling Storage Shelves 


This floor plan of the Schering Corp.’s literature storage 


room shows how two rows of rolling double units, placed in front of fixed shelves, cut 
down waste aisle space. More than 500 orders are made up daily 


Schering Corp., with an active 
direct mail program, needed 
more space for literature filing, 
but had no more room. Here's 
how it gained 72%, storage ca- 
pacity. 


By H. J. Neubert 
Warehousing Manager 
Schering Corp 

Union, N. J. 


Schering Corp., 
manufacturer, 


a pharmaceutical 
had a problem com- 
mon to all rapidly growing organi- 
zations. In short, Schering was 
troubled with having to store too 
much material and not enough 
building space available for the op- 
eration. 

Since the pharmaceutical indus- 
try advertising concerns itself pri- 
marily with direct mail pieces and 
informative literature, it is neces- 
sary to keep this material available 
at all times. Most of the material, 
which also includes samples _ of 
products, is sent out on a regular 
basis to physicians® representatives 
and friends all over the world. 
> Because of the extensiveness of 
this operation, our samples and lit- 
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erature section occupies an area 36’ 
wide and 30’ long. 

In the original area we had 72 
single units of steel shelving. How- 
ever, this proved insufficient to hold 
the 1,149 different pieces of litera- 
ture and the 438 different items 
relative to research and samples. 

All of these items could not be 
stored in this existing set-up and 
the result was many incorrect ship- 
ments and long delays in processing 
of requests. In addition, this faulty 
operation increased our operating 
costs. In general, we could sum up 
our former set-up briefly: We were 
running an expensive operation, 
giving poor service and we were 
not making any friends at home or 
in the field. 


> With no additional space available 
and with no prospects of additional 
space, our answer had to be in a 
storage system revision. The solu- 
tion to our problem was to convert 
our shelving from the typical fixed 
row arrangement to a new system 
called Dolin Mobile Storage. 


> The basic principle of mobile 
storage is to convert a large per- 
centage of the service area aisle 
space normally required in a fixed 
row arrangement, into added rows 
of shelving. 


How 

Mobile 
iling 
aves 
ime and 

Space 


The typical fixed row shelving 
layout requires one service aisle be- 
tween every two rows of equip- 
ment. Our original area layout re- 
quired three service aisles which 
amounted to more than half the 
total floor space. 

Our existing shelving was 
mounted in units of two on special 
custom-made steel mobile bases or 
“dollies.” These individual, double 
mobile units were then placed in 


Front Row . These double-faced units 
are easy to move with a slight push. Ac- 
tive items are stored in the first tier: 


slow-moving ones behind. 





mobile rows on floor tracks, two 
rows in front of a fixed (non-mo- 
bile) row. 

Each mobile row had _ several 
units less than the full fixed row. 
With this open space, any mobile 
unit could be easily rolled aside at 
any point along the row for imme- 
diate access to any point along the 
row for immediate access to any 
rear unit. The special construction 
of the mobile bases allows our fe- 
male order pickers to roll the com- 
paratively heavy loads with ease. 


> The floor plan shows that we in- 
stalled 124 mobile units of shelving 
in the area that previously accom- 
modated 72 units. The mobile shelv- 
ing gave us an increase of 72°. in 
storage capacity, and we immedi- 
ately saw that we had solved part 
of our storage problem and that we 
could store a representative portion 
of all items on shelving and make 
them readily available for shipment. 

Of course the installation of mo- 
bile shelving did not mean that our 
problems were completely solved. 
We still had to measure and see 
how feasible and practical it was to 
select material from shelves for or- 
der shipment and we also had to 
consider the safety of the people 
working inside the area when they 
cannot be seen all the time. 

To settle the safety issue, we 
made studies of existing mobile 
storage installations. Our only sug- 
gested change was to have the 
tracks for the wheels of the mobile 
shelving placed in hard plywood be- 
low the floor surface to eliminate 
any possible tripping hazard. 

Our second problem was solved 
by careful consideration of stock lo- 
cation. Slow moving items were 
stored in the rear while the more 
current favorites were made more 
accessible. To speed up order selec- 
tion, we installed a moving convey- 
or which takes selected orders to 
the packing section and follows the 
established flow for out-going ma- 
terials. 


>» We now have reached a_ point 
where we can process 500 shipments 
per day, using two people standing 
on either side of the conveyor to 
select the items. 

Although we feel we have made 
considerable progress in our devel- 
oping a good shipping center, we 
consider our efforts not unique but 
necessary and look to continue to 
improve our shipping operation. 

In brief: If your storage area, too, 
is in need of wall stretching, the 
mobile principle of aisle 
probably reclaim 
enough valuable floor space to solve 
your problems. a4 


storage 


elimination can 


New B&J Photo Catalog 
Now Off the Press 


Over 1,000 items of photographic 
equipment are listed in the new 
Burke and James photo equipment 
catalog which is available, without 
charge, upon request. The calendar 
is an annual publication of the Chi- 
cago photographic equipment man- 
ufacturer. 

This year’s catalog, the 60th an- 
niversary issue, contains 124 illus- 
trated pages featuring both foreign 
and domestic photographic items. 
Included are photographic tools for 
amateur, professional or hobbyist 
and for scientific and industrial 
work. The catalog is supplemented 
by an index. 


. . - for more details circle 810, page 103 


Case History Service 
Described In Brochure 


Case Histories Unlimited, Detroit, 
an agency specializing in tracking 
down case histories and product ap- 
plication stories for clients, has is- 
sued a 12-page brochure describing 
its “complete package” services. 

The company, which maintains 
full-time staffs in five major U.S. 
cities, supplies case histories com- 
plete with photographs from any 


SRL Ua 


part of the United States for both 
advertising and editorial use. Cli- 
ents include manufacturers, adver- 
tising agencies, public relations 
firms and associations. The bro- 
chure, sent to anyone on request, 
describes in detail the agency’s 
services and method of operation. 


. . . for more details circle 811, page 103 


Folder Explains Low Cost 
Colorcrafter Process 


An eight-page folder explaining 
why Colorcrafters, Philadelphia, can 
supply full-color catalog pages at a 
substantial saving, also gives specific 
price information and samples of 
the company’s three-color work. 

Colorcrafters does its own photog- 
raphy, color separation and three- 
color printing. The company is able 
to supply catalog pages at a low 
rate because it has standardized 
page sizes and layouts available, 
thus cutting production costs and 
making possible gang runs. 

The folder gives price schedules 
for both preparation work and the 
actual printing and presents dia- 
grams of the 16 layouts and two 
page sizes from which customers 
may make their selections. The 
folder will be sent upon request. 


. .. for more details circle 812, page 103 
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MODEL "C" DIRECT PROJECTOR 


Projects opaque copy, transparancies, objects directly 


onto the 23x31” drawing board. 


450° reduction- 400% enlargement* 
18x23” copyboard 
8x10” transparency projector 
Heavy duty ball bearing chain & gear 
Ma aT 
No darkroom needed. Full curtain 
TT yn: 
Cy UM CMC) So a 
CL 

© Floor levelling casters 

© All operations from seated position 


Complete $645. f.o.b. NO EXTRAS 


SAVE 50% in TIME-MONEY-LABOR 
AyT a9 7 
2 MODEL "A" 


Chay 


e Enlarges or reduces copy 400% 
without hand shadow for tracing. 

© Viewing or Focal Plate Area—24x24 : 

© Copyboard area—27x32” 

© Floor Area—29x36” 

© Parallel adjustments for accuracy 

© Mounted on Casters for Mobility 


@ Pressure back Complete $498. f.o.b. 


Manufactured by M. P, GOODKIN CO, 24 Beach St., Newark 2, N. J. 


. 
Free Lance Artists-Small Studios a 
Ask about our MODEL ‘'B''- $285. f.o.b. 
SOLD THRy 


RECOGNIZED 
DEALERS 


August 1958 + ap » 99 





Lite OLLG ane Index of 


Advertising Services Letter Shop In 94 ~Lettershops Photoengraving & 
McGraw-Hill! Direct M D 91 . 
araw a Platemaking 
hh dient 102 Moss, M E. & Co. - 76 Brodie Advertising Service .. 93 
S eae . Virect Ma "102 Letter Shop Inc 94 Chicago Engravers and News 
Art & Photography mere print Engraving Co. 83 
. . . . ollins, Mi Hutchings 
Phot 102. ~—«CDisplay Materials Letters, Sign & Display ” ‘ona ss “a 
' = $8 i Nia Wate go Grace Letter Co go _—«Stafford Engraving Co. 102 
Ma Pi to ¢ s4 Every nents - Co pe Mailing List Photographic Equipment 
Mult 3 Services Srace Letter Co : 
NuZert Service 53 Kleen Stik Products In 58 a & Materials 
f . 30 M 3 . Direc Ma Es 
° McOraw-F ct Eastman Kodak Co. 25, 96-97 
ghar scenes Display Motors Div 91 Goodkin, M. P., Co 99 
WV al4 , ; 1b He . 59 Lacey-Luci Products Co 102 
' nk ratr \U 
Hanson Mfa. Co. In 16 Offset Plates, Presensitized P| 
Art Supplies Vue-More Corp 58 aques 
Daeiwitaas Manel. Oia. ot - 
: 4 oe Int ronze Tablet ; In 
Product ' Easels, Lecterns Sperry Rand Corp 1 8 : , 38 
k lr 8 
, € 53 aii te 1% ) : Plastic Plates 
ni oan o 7 ee Packaging Materials 
0 ging 
“pay 54 Remington Rand Division of 
Envelopes Wiha: Dil & tener Ho Saicome Wacl Cash ; 
Balloons . 
1-Plex Onvelope Corp 90 
Recatiee Machin. Cte S Papers, Printing Postcards, Color 
26 nite States Eamlone C 
bber 29 Incied, iy Halo-Color Corp 94 
Inside Front Cover il i icin Tis ii ali 
Binders, Catalog Covers Exhibit Moving on Martin - 35-36 Premiums & Specialties 
rr n Paper bre Co. 
Bete ad ly 45-46 T ~ 
ee na 73 Aero Mayflower Transit C ee ee 2 American Thermoplastic C 102 
_ 4 Inc. 10 _s Eastman Kodak C 25 
sate : Nicsils Amnavicat: Can Linn Eureka Specialty Printing Co. 77 
Binding Equipment & oe a . Gries Reproducer Cort 30 
ceeuae P Inc, 48-49 Papers, Specialty ie Bare sects Oty - 
Pioneer Rubber Co. 29 
i Fluorescent Inks & Appleton Coated Paper Co. 64 Sales Id ie as 72 
| ' 75 Materials du Pont de Nemours, E. | Utica Drop Forge &T Div. 11 
& Co. Inc 75 
: | saa i i Kleen Stik Pr ict n i ‘ 
Camera Lucida Seed: CI > inc = Lud . Madeas . 7 Presentation Materials 
adiant Color © 4 Ww 
Radiant Color C 
dkin, M. P., C 99 ° S me Paper C ‘y ; American Thermopiast . 102 
ae” Sialiaielin 102 + Gravure Services Thilmany Pulp & Peper Go. 33 Belford Co. Ine. 3 
) : Chart-Pak In 87 
Clipping Services Acme Gravure Services Inc. 34 simon Prosucts '© ™ 
oe Cc Miller & Hutchings Paper Chemicals 
Clipg Bu oor - - = . Printing 
53 — Pe America Cyanamid C 17-18 
Colorcrafter 65 
Control Planning Aids Ink Screen Process Crocker, H. S., Co. Ir 93 
9 Paste-Up Type oe . ; 
Eureka Specialty Printing Co. 77 
87 Lawter Chemicals Ir 76 ; . Ever Ready Label! Co. 72 
Naz-Dar C 4 stik-A-Letter C 102 Graphic Enterp M 
Copyfitting Aids Radiant Color C 73 waukee Inc 6| 
ae Photo Lettering & ee ee - 
Haberule 7 Invisible Ink Postcards . Keller, D. F. C 69 
Typesetting Krueger, W. A., C 55-56 
Cropping & Scaling Moss, M. E. & Co mo | : : 
Instruments ee = Projectors 
Labels & Tags ae 
Rar 3 y« jyrapner 67 Tel-A-Stor . 72 
Brandt 58 ver 
Ever Ready Labe 72 
Fasson Products 79 Photo Prints, Quantit Self-Sticking Specialties 
Decals eek Mec se Y g Pp 
Kleen-Stik Pr icts Ir 
Allied sls Ir 102 Major Photo C 54 Fasson Product 79 
iiciemiael 4 i2 Letterheads Waltz 76  Kleen-Stik Products |r 58 
Meyercord C I 
Direct Advertising Folks on Gospel H 90 . 
. . Photo Reproduction Sign Materials 
Advertising Service . 93 Lettering Devices Services 
& Richardson Inc. ...102 Kleen-Stik Product 58 
H. S. Co. te 93 Varigraph Co 61 Mete Photograp 62 Yarder Mfg. Co. 102 


100 «- aD * August 1958 











Signs & Identification 
Materials 


Activ play Advert 3 ..102 
Cc or Neon G > IC 69 
Grace Sign & Mfg. Co. 15 
Intl. Bronze Tablet Co. Inc. 58 
Meyercord Co 12 
Mulholland-Harper Co 9 
Plasti-Line Co 72 
Stout Sign Co 59 
Tex!ite r él 


Active play Advertising 102 
Amer Art W « 60 
Color Neor 69 
Srace Sign & Mfg. C 15 


larp - 


Active Display Advertising 102 


> 


10 
102 
Art Work 60 
3 17-18 
ast 102 


~yanamid 


> > > > > 


ype inde 

Inside Back Cover 
App «* ated 73 64 
B 4 te 102 


102 
Brano> Cort 58 


53 
35-36 


45-46 
87 
102 


83 


62 
69 
65 


Signs, Plastic 


Colonial Neon Co. Inc 69 
Mulholland-Harper Co. . 9 
Plasti-Line Co. 72 
Texlite Inc. él 


Signs, Porcelain Enamel 
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Stock Art 

Multi-Ad Services 64 
Stivers Studio 53 


Volk, Jr., Harry, Art Studio 64 
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Fiofeued Sourerd for 


Services and Supplies 


Photo Lettering 


¢ A WORD 


TTT a mC ee ee 
bets. Send for cata- 
logue. 24 hour service. 


Tease (Jualiig 
PHOTO LETTERING 


UCT ITS ae lg 
Ue Dahl 
with our DEXIGRAPH 
JUdson 2-0466-7-8 PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 


Manikins 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provide 

the perfect ladies’, 

men’s and children 

figures for your 

pecial promo 

tion 


MADISONIA MANIKINS, INC. 


NEW YORK CHICAGO DALLAS 
152 W. 25 St. 11 S. Despliaines 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 Riverside 7-1937 


Art and Photo 


SAVE TIME... SAVE MONEY 


Versatile 


for ART * PRINTING * PHOTO « 
LITHO * SILK SCREEN © ENGI- 
NEERING 

Send for Catalog G 


LACEY-LUCI PRODUCTS CO. 
31 Central Ave. * Newark 2, N. J. 


SA «$485 andup DEALERS: Choice Territories Open 


DALTON 
‘*‘admaster”’ 


100°, rag layout and visualizing pod 


Bienfang Paper Co., Inc. 


metuchen, new jersey 


Stik-a-letter 
Designed for hi 


Aay 


efficiency — 


Write for literature 


ae j 
The Stik-a-letter Co. Rt. 2 - Box 286, fenetide. Calif 
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Engravinags 


EXACT @ COLOR )# PIXUR @ COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save '2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 


AND PRICES 
STAFFORD ENGRAVING CO. 


229. N. PENN. ST. « INDIANAPOLIS 


Advertising Services 


Philadelphia to Trenton to South Jersey 


We will professionally 
campaigns, dealer tie-ins, 
newspaper (dailies & weeklies), radio and 
TV publicity in the above areas. We're 
former newsmen with the know-how and 
contacts. 


handle your test 
research, and 


BALL ASSOCIATES 
845 N. Broad St., Phila. 23, Pa. 
Tel: POplar 5-0234 


Industrial Direct Mail 


Written to meet the needs of your particular 
roblems. Hard-hitting campaigns, letters and 
rochures that pre-sell your products and 
double the production of your Sales Staff. 
It costs you nothing to talk it over with us. 


CHASE & RICHARDSON, Inc. 
18 E. 41st St., New York 17, N. Y. MU 4-4390 


Decals 


PLASTIC 
TOUGH 
LS er Li 


MADE TO YOUR SPECIFICATIONS 
rr 


2 HOUGH AVE. 
AUC 1 pert pelle 


CLEVELAND 3,OHIO 
Metal Signs 


BAKED ENAMEL METAL SIGNS 


Day-Glo 
bumper 


All colors & sizes available. 
signs & displays Stix-On auto 
signs. Write today for catalogue. 

Active Display Advertising 


1702 West 19th Street 
Chicago 8, Illinois 


ENAMELED BE ANIKS 


®Tackers ®Real Estate ° Traffic Control 
®Circles ® License Plate ¢ Steel © Aluminum 
32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


Advertising Specialties 


Introductory 
offer 


B 
apeespereonersnsseesas 


nem TES jar Wetted > a 


oT tia} 


You O.K. before delivery! 
it’s yours free! Order Today! 


100 (12x16) only $65.00 


We print trademark or name FREE in 
gold, silver or colors 


Petite ie hi au ee 
425 Ist Ave., Pgh. 19, Po 
- 


Choose above briefcase in bright red or 
green or subdued brown, tan, black or navy. 


Representatives Wanted 


Ad Men and Printers... 
UNDERSELL COMPETITORS 25-40% 
sell multi-color SHARE-the-COST Circulars 
TMM) Mt) ee LURE Ve ak 
HARDWARE & FURNITURE STORES, etc. 
RETAIL COMMUNITY PROMOTIONS 
mM EDOM eum ma 
$ Colors only; Imprint Dealer's 
rt bare vr gts Ink 
Samples & Info; write on your letterhead 


WHOLESALE DIRECT MAIL AD SERVICE 
201 West 89th Street. New York 24 N Y 


Stock Photos 
STOCK PHOTOS* » 


especially GIRLS! 
Write for 

illustrated brochure 

ENTERPRISE 


PHOTOS 
BOX 6873 * DALLAS 19, TEXAS 


cs 


The American Cancer 
Society says that too 
many people die of it, 


Cancer? 


NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals. And 
when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY 





za BG pre settee | Readers 
Requirements | 


* Send for these free helpful selling tools 


801 /Circ] n Reade Service Card 808 
Blair TMP Broch 


ure Plastic Binding Sample 


rrke _ 
TK ° e G 


811/Circl n Readers’ 
Case History Service 
sample of a new easy-locking pla: ewe page brochure describing com- 
MP > binding trently available in lar plete package services for tracking down 
it il liameter ; ffered by General ise histories and product application 
(Page 49) 3indina Corr (Page 80) ries is available from Case Histories 
U (Page 99) 


802 1d 809/Circle on Read 

Ready-Made Show Draperies Color Plate Brochure 812/Circl Bia i ii 
; : PS ap ae aaa ee Tai ; o a Trcle on Readers service Card 
eee ar ee oe Full-Color Catalog Folder 


fold 


lar fram Coloreraftere Jains 
. a folder from Colorcraiters explains 
(Page 54) . t 


(Page 80) color separa- 
: low cost to the customer (Page 99) 
803 n Rea S ; 810 rc] n Readers’ Serv 11 
Perforated Metal Catalog Photo Supply Catalog 
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Craw Clarendon BOOK 


Prominent figures in the type fashion parade, these ATF 
Craw Clarendons! This paragraph is set in the new Craw Clarendon Book, 
which supplements its bolder companion... forms a balanced contrast, yet 
retains the dynamic design of Craw Clarendon. Your local ATF Type Dealer 
delivers promptly from stock. Ask him for specimen bro 
chures, or write directly to the Type Division, American 


Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. fa] ’ 3 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read ... at a substantial saving in cost over type- BOOKLETS 

writer or hot metal composition. Any printing or duplicat- MANUALS 
ing job, large or small . . . can be set on direct image CATALOGS 

plates or reproduction proof paper from the Justowriter’s NEWSPAPERS 
punched paper tape. DIRECTORIES 


One keyboarding on the Justowriter Recorder produces a HOS CoRAees 
visible copy and a punched tape. This tape operates the LITERATURE 
Justowriter Reproducer to set sharp, justified proofs auto- BULLETINS 
matically at 100 words per minute. Author’s alterations or PRICE LISTS 
corrections are easily made by making a tape from a tape DIRECT MAIL 

. . . automatically. Fourteen different type styles are avail- 

able in sizes from 8 to 14 point. 


Use Justowriter composition for 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the “‘new world for busi- 
ness’’ .created by Friden. 


FRIDEN, INC., San Leandro, California 


THE ABOVE COPY WAS SET ON THE JUSTPOWRITER IN| 10 POINT GALVIN TYPE 





